Black & Decker pushes job concept .. marketing manager 
18 Readex studies show what makes a best-read ad 
Atomic energy goes to work for industry 

Can catalogs be standardized? New project aims at it 
Now it’s ‘CinemaScope’ for your industrial movies 


Industrial publicity tips .. kv ep the editors happy 
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Vi. help you get or maintain recognition in the coal industry. 

Coat AGE can help you get product recognition and company recog- 
nition in the coal mining industry — one of the best means of getting 
your share of its attractive business — through a consistent product 
advertising program in Coat AGE... the coal mining publication with 
the most pages of editorial, the most full-time editors and the most 
paid subscribers. 

But ... Coat AGE doesn’t stop here. It has all these services to further 
help you increase your sales to the coal mining industry. 


Vv To help you locate buying influences. 

Coal Mine Directory. Complete listing of all important coal mines 
in the United States and Canada. Includes locations, addresses, per- 
sonnel, affiliated companies, equipment data, capacity tonnage and 
reserves. It is the only annual directory of coal mines published. 
Available in state sections, complete with geographical index and map 
for each state. 


« 
bod Vi provide complete, up-to-date information on the coal 


CONDENSED industry. 
7 Monthly News Bullet‘n Service. Reports on new mines, planned or 
opened; changes in companies, personnel, addresses; new preparation 
plants, mines closed, plus special lists and tabulations. 


V To help you locate sales outlets. 
Directory of Manufacturers’ Agents, Distributors, and Supply Houses 


Serving Coal Mines. 


v To help you determine market potentials for your products in 
the coal mining industry. 


A capable experienced market research department. 


v To give you a quick picture of the market scope, trends and 
market outlook. 


Facts About Coat AGE and the Condensed Data Sheet. 


Vio provide you and your salesmen with coal industry news. 

Coal Age News. Monthly report on news and developments in an- 
thracite and bituminous coal mining for makers and sellers of mining 
machinery, equipment and supplies, their salesmen and field repre- 
sentatives. 


& McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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With appreriation to the 1953 Jlatrons of C. #. 
LARGEST NUMBER OF SUBSCRIBERS 


(OVER 21,000 CURRENT ISSUE—ABC PAID) 


The 1954, 44th Edition, of Thomas Register 
is now on the press with by far the-- 


LARGEST NUMBER OF ADVERTISERS 


(OVER 10,750) 


LARGEST NUMBER OF ADVERTISEMENTS 


(OVER 38,000) 


LARGEST NUMBER OF AGENCIES 


(OVER 1,600) 


Tops an already incomparable record of where-to-buy service 
to its subscribers and sales s pi ‘omotion service to its advertisers. 


7 4) 2 4) ( 
We pledge an even greater sales producing service for 1954. 


Every copy ordered and paid for! 


THOMAS 
REGISTER 


96% PAID CIRCULATION 


rer 


SMIYSS OTH | LAPEE 


Thomas Publishing Company 
461 Eighth Avenue, New York 1 
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' A great magazine ... to carry your product story! 


HP&AC publishes more pages of editorial material on 
heating, on air conditioning and on piping for the industrial and 


large building field than does any other paper. 


In addition to its own editorial content, HP&AC carries each 
month as a separate editorial section the Journal of the American 


Society of Heating and Ventilating Engineers. 


As a result, HP&AC is the field’s most wanted publi- 


cation—the field’s authority in print. 


Check before you buy! For on the basis of any sound com- 
parison, if you make any product this $2,000,000,000 market can 


use, here in HP&AC is where your main advertising effort belongs. 


KEENEY PUBLISHING COMPANY 


AIR CONDITIONING HEADQUARTERS 


6 N. MICHIGAN ¢ CHICAGO, ILL. 
NEW YORK CLEVELAND LOS ANGELES 


Edited EXCLUSIVELY for the Engineers and Contractors who Heat, 
Pipe, and Air Condition Industrial Plants and Other Large Buildings 
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For contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library. 
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I read every ISSUe 


w.. NEW EDITORIAL STUDY RELEASED 
TO HELP ADVERTISERS 


In a desire to give advertisers specific comment and opinions direct from 
readers themsel } a a = 
readers themselves, the editors of Power Engineering have released a new 
editorial study. As you know, many preference studies have been made 
over the years on what magazine power men read .. . but they stop here. 
Power Engineering, in their never ending search to improve readership. 
employed the Research Department of Charles Rumrill & Co. to make a 


personal interview study of Power Engineering’s editorial content. 


Here are the Highlights: 


1 Over 80% of Power Engineering readers either specify or directly 
influence the buying of both equipment and supplies. 


2. 81% read every issue of Power Engineering and 42% take the 
magazine home for detailed study. 


79% mark articles or advertisements for the attention of others. 


34% named a specific article that was especially valuable in 
their work. 





41% named a specific advertisement that was particularly valu- 
able in their work. 


Power Engineering readers pass their copies along to an average 
of 3.4 other engineering readers 


Three times as many power engineers named Power Engineering 
as the most helpful as compared to the next magazine. 


94%, stated that articles are written in an understandable, easy- 
to-read manner. 


The average reader picks up Power Engineering 5 times before 
he is finished with it. 
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If process 
industry titles 
have you in 

as 


Chemical 
Engineering 
Progress 


delivers the 
choice cut 

of Chemical 
Engineers in 
responsible 
charge. 

You can’t buy 
better! 


Chemical | / 
Engineering 
® Progress 


Published exclusively for Chemical Engineers 
by American Institute of Chemical Engineers 


120 East 41st St., New York 17, N. Y. 


& Remember... ‘N 
the engineer is educated 
% to specify and buy! } 

. . ™ ¥ 
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@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


Is six pages a year minimum? 
He refutes Wilt’s contention 


THE EDITOR Your readers 
might be interested in my reaction 
to Harold Wilt’s article on how to 
select media (IM, Oct.). Basically 
I find myself in pretty strong dis- 
with two of his key 
The first concerns the use 


8 TO 


agreement 
points. 
of advertising to explore marginal 
markets, and second concerns the 
rather strong statement that rather 
than full pages 
per year in a monthly or 13 in a 
weekly, no publication advertising 


run less than six 


should be used. 
Advertising is 

a method for determining whether 

or not a market reached by a maga- 


much too costly 


zine is productive. 
The big advertiser with extra money 
in the kitty can afford this, but he 
is not really shooting blind, as his 


budget usually includes substantial 


responsive or 


outlays for research which helps de- 
termine to choose the 

book more exactly. For the 
vertiser with limited funds the most 
exploring 


how right 


ad- 
economical method for 
the responsiveness of a market is 
No other 
approach is as economical for reach- 


the wise use of publicity. 


ing a mass audience, particularly 
where their value is in doubt. 

My second quarrel with Harold 
is this concept of all or nothing at 
all. The size of the ad is determined 
by the nature of the message. In 
many cases a two-thirds page ad is 
more effective than a full page. In 
fact, an editorial type series which 
I did for Copper Alloy back in 1951 
proved so effective that we con- 
far the 
time originally allotted. 


tinued beyond campaign 
The specific message and type of 


treatment which we were employ- 


ing lent itself beautifully to the 
two-thirds page, and for that mes- 
sage the full page would not have 
been as well received. In addition, 
there are a number of magazines 
specifically designed for fractional 
pages, and there are a number of 
products where the fractional page 
(one-fourth, one-sixth or one-ninth 
page) repeated often enough does 
the job more adequately than bi- 
monthly full pages could ever hope 
to do. 

In other words, the amount of 
space used in a magazine should 
depend on: (1) the message, (2) 
the purpose of the campaign, (3) 
the nature and physical format of 
the publication, (4) the competition 
and (5) the money available. A 
hard and fast rule such as six pages 
or nothing is not sound thinking. 

GEORGE BLACK 

Public Relations Counsel, 

Florham Park, N. J. 


He disagrees with Wilt about 

readership in media selection 
Here 
starting another controversy. 
tainly enjoyed reading Mr. Wilt’s 
article in your October issue, but 
I can’t say that I can agree with 


@® TO THE EDITOR we go 


I cer- 


him wholeheartedly in everything 
he says. 

My own education in the trade 
paper field ABC papers. 
Therefore I had a very thorough in- 
doctrination on editorial acceptance 


Was on 


which is a necessary part and par- 
cel of any good ABC magazine. 
However, when I got into the ad- 
vertising agency business, I found 
that looking down my nose at pub- 


page 


















ANNUAL FORECAST 


_and REVIEW NUMBER 


Toy g rants: a 













the Plus Values 
aT | Advertisers 


Again this January, PIT AND QUARRY will publish its 


Annual Forecast and Review Number. 


The 1954 


Number will set new publishing standards with a big- 
ger, more complete, more attractive issue ... with 
many plus values. 


E For years PIT AND 
QUARRY has carried the largest volume 
of advertising—the largest number of 
odvertisers —— the largest number of 


exclusive advertisers 


The January Number will show that 1953 was one of the 
best years ever for the Non-metallic Minerals Industries, 
and that 1954 may equal or surpass it. 

More emphasis will be placed on forecasts—readers and 
advertisers are more interested in the future than in the 
past. Over the years, the forecasts made by the editors of 
PIT AND QUARRY have been remarkably accurate. 

Complete program and advance information on 5 big 
conventions to be held in January and February: 

National Agricultura! Limestone Institute 
National Sand and Gravel Associayion 
National Ready Mixed Concrete Association 
National Crushed Stone Association 
National Concrete Masonry Association 

Plus . . . layouts and location of manufacturers’ exhib- 
its at the Sand and Gravel, Crushed Stone and Ready-Mix 
cony entions. 

Plus . . . advance reports on expected volume of 1954 
construction—highways, dams, bridges, buildings, houses, 
private, industrial and government work. 


woeUCCA 







EXTRA DISTRIBUTION - EXTRA READER INTEREST -NO EXTRA COST 


PIT AND QUARRY 


431 S. DEARBORN ST., CHICAGO 5, ILL. 


Only PIT AND QUARRY with its unrivalled editorial 
staff and industry experience could undertake and 
carry through an editorial project of this magnitude. 


Plus . . . illustrations of the important projects. 

Plus . . . review of important machinery and equip- 
ment developments of the past year. 

Plus . . . regular features and departments on vital 
business and production problems, news, personal items, 
trade, traffic, and legal notes, and the regular New Ma- 
chinery section. 

America’s great and growing construction program is 
placing heavy demands for the products produced by the 
readers of PIT AND QUARRY. And, these readers are 
buying huge quantities of equipment and supplies to keep 
pace with these demands. 

The big January PIT AND QUARRY offers plus values 
for both readers and advertisers. Extra distribution — 
extra reader interest, at no extra cost. It is an issue that is 
kept and referred to for months. 

Plan now to use big space to get your product story over 
big to the industries important equipment buyers. Time is 
short — send space reservation today. 
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Sioux City Dealers 
Install 1063 Warm Air’ 


BOX SCORE* 


SIOUX CITY, IOWA = 1952 





J = independent warm air heating dealers operating in Sioux 
City, lowa total fifteen. 


2 ain 1952 these fifteen dealers sold and installed 1063 gas, 
oil and coal-fired furnaces. 


3 mums Thirteen of these fifteen dealers are subscribers to AMERICAN 
ARTISAN. 


Gm these thirteen AMERICAN ARTISAN dealer-subscribers sold 
and installed: 


a) 


999 or 94% of the total 1063 furnace units, 


b)526 of the 530 gas furnaces installed in new 
homes, 


c) 370 of the 396 gas furnaces installed in existing 
homes, 


d),, of the 19 oil furnaces installed in new homes, 


e)42 of the 57 oil furnaces installed in existing 
homes, 


f) 44 of the 61 coal furnaces (all installed in existing 
homes). 


5— In 1952 conversion gas and oil burner business totaled 517 
units with the thirteen AMERICAN ARTISAN dealer-subscribers 
selling and installing 365 or 64% of these units. 


Facts presented above are based on heating permits for 
1952 as recorded by the Sioux City Department of Buildings. 


in Circulation . . in Editorial Service 
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“Furnaces... anop UBSCRIBERS 


TO THE ARTISAN HANDLE a | % 


OF ALL THIS WORK 


You buy no pig in a poke when you use space in The ARTISAN. 

First, you get the field's only 100% -PAID-ABC circulation. 

Second, you get GREAT BUYING POWER — as indicated by this Sioux City story. 

. and as shown, by every other market-area survey made during the past 

20 years — Minneapolis, Buffalo, Grand Rapids, Toledo, Fort Wayne, Madison, Wis. 
and Springfield, Mass. to mention a few. 

What makes AMERICAN ARTISAN the stand-out publication in the warm air-sheet 
metal field? Editorial quality, of course! 

Only The ARTISAN is sufficiently helpful to attract as paid subscribers those 
dealers who handle the bulk of all business done nation-wide. 

As proved time and time again, your main advertising effort definitely belongs 


in AMERICAN ARTISAN. 


KEENEY PUBLISHING COMPANY 
6 N. Michigan, Chicago 2 
NEW YORK: 1734 Grand Central Terminal 


CLEVELAND: 3734 Woodridge Rd. 
LOS ANGELES: 672 S. LaFayette Park Place 


Also FIRST in Cooling 


Write for this new Bulletin. 


See how The ARTISAN is 
helping you sell summer 
cooling equipment. We 
explain the industry's 


greatest editorial campaign. 


to Readers.... 
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Do you want to reach 


ELECTRICAL 


CONTRACTORS? 


ELECTRICAL WEST reaches 
over 90% of the electrical con- 
tractors employing more than 3 
people in the 11 Western States 
more than 1,100 electrical con- 
tractor subscribers at the present 
time! ELECTRICAL WEST pro 
vides Western contractors with 
132 pages of editorial material 
each year. These are pages specif- 
i ally of interest to contractors, 
in addition to new product de- 
scriptions, new literature reviews 
and general industry news. That 
is why leading electrical contrac- 
tors in the West consistently 
rank ELECTRICAL WEST with 
the leading national construction 
magazine in readership studies. 


... then you also want 


ELECTRICAL 
WHOLESALERS 


Most items used by electrical 
contractors are purchased 
through local electrical whole 
salers. If you're selling electrical 
equipment and supplies to con- 
tractors, you want your sales and 
advertising efforts to work on 
wholesalers, too. ELECTRICAL 
WEST has one or more subscrib- 
ers in more than 200 of the 220 
electrical wholesale outlets in the 
11 Western States and Hawaii. 
These subscribers get at least 72 
pages a year devoted to their 
special merchandising interests. 
They, too, rank ELECTRICAL 
WEST right beside their own 
national publication. 


16% of the nation’s electrical 
contractors are located in the 11 
Western States. The best way to 
reach this group and the 200 
wholesale houses that supply 
them is in the advertising pages 


of ELECTRICAL WEST. 


Representatives 


Walter Kiein .......... New York 36 


330 W. 42nd St. 


Michael O'Connell ........ Chicago 11 


520 N. Michigan Ave. 


Carl Dysinger ........ los Angeles 17 


1111 Wilshire Blvd. 


Bick Micerm ..2cscce San Francisco 4 


68 Past St. 


Offices: Atlanta, Dallas, Detroit, 
Cleveland, St. Louis, Philadelphia, 
Boston 


Electrical West 


ABC 4 sccrow-Hit Pubtication ABP 











Lettere .. tein ape 


lications outside of the ABC field 
was a rather sad mistake and one 
which required quick correction. I 
do not mean by this that CCA pub- 
lications have inferior editorial con- 
tent. However, we did find out 
rather quickly that quite a number 
of magazines are read more fre- 
quently for the advertising they 
contain than for their editorial con- 
tent. If you will think over the list 
in the metalworking field alone, 
you can pick out at least two in 
the six leading publications which 
are in that category. 

What is more, we found repeated- 
ly in readership studies conducted 
in connection with specific products 
for specific companies that there 
was quite a sharp cleavage among 
readership types even in ABC pub- 
lications. There are the readers 
who peruse practically only edito- 
rial material. There are readers 
who read a “magazine” and there 
are readers who pay very little at- 
tention to the editorial content but 
do skim through the advertising. 
The percentages in each group 
change rather remarkably from 
time to time. When they do, you 
can usually trace it to some change 
in tconomic conditions, but it is al- 
ways hard to tell before you make 
a study exactly what that study is 
going to show you. We've made 
some pretty good guesses but we’ve 
made some pretty bum ones too 
when we tried to predict what 
we would find. 

ATHEL F. DENHAM 
Denham & Company, De- 
troit 


Best sales promotion is 

good engineering, he claims 
® TO THE EDITOR . . It is heartening 
to note that your editorial depart- 
ments are exhibiting a growing 
awareness of engineers and engi- 
neering as a factor in industrial 
marketing. This is very good and 
I congratulate you upon it. I also 
hope they will improve their con- 
cepts if this idea of engineering 
salesmanship is pursued. 

Of course, sales engineering is 
the art of selling equipment and 
services that require engineering 
skill in their selection, application 





and use. The work of the sales en- 
gineer is often confused with that 
of the popular merchandising sales- 
man whose work is more largely 
dependent upon promotional and 
sales ability. 

People who lack understanding of 
the engineering point of view over- 
emphasize promotion in salesman- 
ship and accordingly de-emphasize 
scientific application-engineering. 

To illustrate, all you ask of your 
physician is that he do a good job 
of doctoring you. If you as a pa- 
tient possess any depth of discern- 
ment, you prefer to have your phy- 
sician leave his salesmanship and 
bedside manners at home and just 
do a good professional grade medi- 
cal job. If one must make a choice 
between scientific medicine and 
personal salesmanship, he will take 
scientific medication where his 
health is concerned. 

The same is true of engineering 
selling. First, it must be good en- 
gineering. It has been correctly 
said that good engineering is the 
best sales promotion that can be had 
to support engineering salesman- 
ship. 

It is not wise to glibly assume 
that good engineering is ever-pres- 
ent and good salesmanship lacking, 
which seems to be the import 0: 
the “Engineers Who Can Sell” edi- 
torial in a recent issue of INDUSTRIAL 
MARKETING (IM, Sept.). The con- 
verse is true, which accounts for a 
chemical plant blowing up now and 
then with a heavy loss of life and 
property to dramatize the fact. 

However, there is no conflict be- 
tween the viewpoints of salesman- 
ship and engineering. They are en- 
tirely compatible, but they cannot 
be reconciled except by a balanced 
understanding of both points of 
view. it might be well if this bal- 
anced understanding might be more 
and more present in the editorial 
columns of your publications. 

GLENN H. EDDY 
District Manager, Publica- 
tions, The American So- 
ciety of Mechanical Engi- 
neers, Chicago 


Still talking about the show 

® TO THE EDITOR . . I thought the 
forthright manner in which you 
presented your observations of a 
trade show several issues ago (IM, 





Continued on page 16 
































PRACTICALLY 


ALL PRODUCTS 
ARE 


PACKAGED 


AND ALL PACKAGES MUST BE... 


Nobody talks in terms of millions of bottles produced 

to package things. Not these days. The talk’s in millions of gross of 
glass containers. This total’s climbing past a hundred and twenty 
million gross... almost half-a-billion dollars worth! 


Take baby food. In ten years, sales jumped 444% ... and most of it’s 
packaged in glass. Or take beer; odd, but the more ways it’s packed 
the more is sold... including more bottles of it. Look about... 

you'll find products of all sorts from bulk chemicals to cheese spreads, 
from perfume to preserves, selling fast ... in glass. And glass aerosols 
are opening up brand new possibilities for still more products 

that need the inertness of glass. 


Glass isn’t alone in the growth story of packaging. Not by a long sight. 

Cellophane’s bigger than ever. Plastics are sprouting new ideas. 

Paper’s being used in new ways. Metals and foil are having a heyday. 

And back of it all... helping each step of the way for 26 years, If you make anything that 
as packaging has developed into a fast-paced sales-producer for industry goes into packaging any pro- 
. .. MODERN PACKAGING has been a prime factor in this growth. duct... used for its design, 
Today, more than ever, survey after survey proves its dominant production or merchandising 
position in the field. Ask for the facts. - +» your advertising belongs 
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A BRESKIN PUBLICATION 575 Madison Avenue, New York 22, New York 
sie 





METALWORKING PRODUCTION MACHINERY AND EQUIPMENT 


American Machinist 
American Machinist 1953 Inventory of Metalworking Production Equipment 


Index of Metalworking Production. 


1939 = 100 


Machine Tools ; 1,942,000 





533,000 Metalforming Machines 





Other Shop Equipment 915,000 





eee nd 


Shits Thin, Weiss ind Kacha Masi site bao teareccd ts But look at this! in spite of the fact that Metalworking today 
production by 80%, and today manufactures over 40% of has almost 3,400,000 units of major production machinery 
industry's total output. This fact, together with an estimated and equipment in its shops . . . more than ever before... 
$110-billion production rate in 1954, would inevitably make 

Metalworking a great market for you next year. 


$2.2 billion already planned for 
new plant and equipment in 1954 





Aad da Geb Gok thine tial sennihticils brenden 
the magazine that for many years has led Metalworking’s 
drive toward accelerated machinery and equipment replace- 
ment is ready to help you . . . with the biggest audience of 





~ bigger markets in 


% OVER 10 YEARS OF AGE 


45% 
40% 
40% 


+ « » well over a half million of these are old enough (20 
years or more) to be in critical need of immediate replace- 
ment... and many thousands more have reached an age 
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The simple truth, as now revealed in American Machinist‘s . 
new Inventory of Metalworking Production Equipment ; . . a 
96-page feature of our 1954 PRODUCTION PLANBOOK issue* 
. « . is that the amount of obsolete, unprofitable machinery 


where they are highly uneconomical in comparison with 
today’s models. 


and equipment in Metalworking is at an all-time high. 








S O .. when you want increased sales in the $110-billion Metalworking Industry, 


and want to build preference for your products among this industry’s most 
important buying group... production management . . . the facts will tell you 


why: 


This is the NO. 1 place to do business with America’s biggest industry 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
McGRAW-HILL BUILDING. NEW YORK 36 
PUBLISHED EVERY OTHER MONDAY 


MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS AND 


ASSOCIATED BUSINESS PUBLICATIONS 
i 
/ 
/ 
if 
} WY} In addition to its invaluable Inventory 
I} data on the age and location of 164 
HI major types of production machinery and 
iH equipment, it will give you a brilliant in 
H} sight into what machinery and equipment 
replacement can actually mean in dollar 


savings and increased production. Write or 
call your American Machinist representative. 


*DON'T MISS this great PRODUCTION 
PLANBOOK issue of American Machinist 




































MANAGER 


letters e « begins on p. 8 
| July) carried a tremendous wallop. 
You really laid it on the line, and 
I particularly liked your article on 
companies which spend their good 
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| money to build up an exhibit and 
| then leave it unmanned part of the 
time. 
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No. 1 


on all 5 counts— 


1. Carries more pages of ad 


vertising than next 4 papers 





combined 





2. Circulation verified by 


Western Union 





3.) Reaches more plants with 
buying power f 


4. Rated No. | on practi 
cally every readership study 
in the industry. 


5. Produces results for ad 


vertisers at a low cost per 


thousand 
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A HITCHCOCK PUBLICATION 
HITCHCOCK PUBLISHING CO. @ WHEATON, ILL. 




















W. F. WEIMER 
Advertising Manager, 
Rockwell Mfg. Co., Pitts- 
burgh 





Would welcome more stories 
like IM’s on ‘handling show’ 


® TO THE EDITOR . . Congratulations 
on the fine job you did with the 


Every Copy 
Directed to the Materials Handling Show (IM, 
July). 


E. he Mor Since a trade show is, as you 
a o 2 = know, about the most expensive 
single item in an ad manager's 
budget . . and a trade show exhibit 


one of his most exasperating and 
a really 


a logical prospect 
for your product or service time-consuming chores 
helpful article on the subject is al- 


The door to the industry's influential management an 
Jeceispsanieie 9 . ways welcome. We hope you do 


production executives is opened to you . . . through 
the advertising pages of WOOD WORKING DIGEST. 
WWD is read by 
who rate WWD 


more. 


y : 
More than 95% personalized .. . a Seo 


most of the top men in the field . . . Publicity Manager, the Baker- 
as the industry's No. 1 publication. Raulang Co., Cleveland. 
WOOD WORKING DIGEST'S prestige did not come 


about by chance . . . but is the direct result of alert More ways to get distribution 


editorial coverage . . . plus up-to-date reports on an- 


ig for your industrial film 

ticipated industry trends, developments and problems. 

® TO THE EDITOR . . On p. 16, in Bob 
which commands the attention and respect of industry Aitchison’s interesting article, “Eight 
leaders. Ways to Get Distribution for your 
Industrial Film,” (IM, Aug.), he 
states that the Eastman Kodak Co. 
publishes a directory of available 


This type of editorial excellence builds readership .. . 


Make sure WOOD WORKING DIGEST is on your 1954 
advertising schedule . . . and put the sales power of 
this No. 1 publication behind your product. 

motion pictures. 

This is no longer true. We were 
instrumental in getting a directory 
compiled, entitled “Index of Train- 
ing Films.” We no longer publish 
this directory, however, and firms 
desirous of having their business 
films listed should write directly to 
its present publisher, Mr. O. E. 
Coelln, Jr., Business Screen Maga- 
zines, Inc., 7064 Sheridan Road, 
Chicago. 

Other directories in which film 
sponsors may wish to have their 
motion pictures listed are the “Edu- 
cational Film Guide,” Frederick A. 
Krahn, Editor, published by the H. 
W. Wilson Co., 950 University Ave- 
nue, New York 52, N. Y.; “Edu- 
cator’s Guide to Free Films,” pub- 


Now available—data file based on NIAA Outline 


—24-pages of market figures, government statistics and 
publication data to 
help you determine 
the sales potentials 
for your products in 
the huge woodwork- 
ing industry. Write 
today for your FREE 
copy. 












WOOD WORKING DIGEST Bere fie 
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HOW BiG IS THE MARKET 
WITHIN THIS TYPICAL PLANT? 


In Fiseal 1952 (October 31, 1951 to November 
1. 1952) Carrier's total business volume passed 
the $108 million mark. Fiscal 1953 figures are 
substantially higher. By contrast, in 1937, when 
Carrier centralized operations in Syracuse, busi- 
ness volume was less than $15 million. In the 
air conditioning industry--and at Carrier—the 
forecast is “ceiling unlimited.” 
VMVANUFACTURING OPERATIONS (These 10 
principal operations are typical of the hundreds 
performed at Carrier): MACHINING, STAMP- 
ING. ASSEMBLY. ROLLING, EXTRUDING. 
WELDING, SOLDERING, FLAME CUTTING. 
TUBE BENDING, TUBE EXTRUDING, ete., 
ele, 

EXPENDITURES FOR TOOLING, MACHINE 
TOOLS. AND PRODUCTION EQUIPMENT 


(Fiseal 1952, not including government = con- 


tracts) §$ 1.500.000 
EXPENDITURES FOR COMPONENT PARTS: 
Manufactured by Carrier 46.5% 
Purchased outside* 53.5% 


When components are purchased outside the plant, 
specifications (including products and processes to be 
used) are almost always determined by Carrier. Tool 
engineers, for the most part, make these specifications. 


THE ROLE OF THE TOOL ENGINEER 
AT CARRIER IS TYPICAL... 


The men who decide which products. which 
processes. will be used for Carrier’s many manu- 
facturing operations are-—more than any other 
the tool engineers. That’s pretty much the 
picture at all other plants like Carrier, as well 
as the larger and smaller ones. 
Twenty-one tool engineers, members of the 
American Society of Tool Engineers, are on 
the Carrier engineering staff. (For the story of 
how these 21 men function, write THE TOOL 
ENGINEER for new 4-page folder on “Inside 


the Carrier Corp.” ) 


TA Cit) | 


Engimeer 


THE CARRIER CORPORATI 









WEATHERMAKER 















ROOM 
AIR CONDITIONER 







CENTRIFUGAL 


REFRIGERATING MACHINE 





THE TOOL ENGINEER-FOR 
INDUSTRY’S MEN OF IDEAS 


Because their functions in industry are so 
broad, tool engineers must keep posted on 
the latest techniques and products in order 
to solve the new problems they face every day. 
Their primary reading source for this help is 
a magazine published by their technical 
society—the American Society of Tool Engi- 
neers. It’s your best bet for selling the men 
who decide on products like YOURS! 


Remember — Someone Is Selling Your 
Type of Product Through THE TOOL 
ENGINEER. 





Publication of 
The American Society of 
Tool Engineers 
ASTE Building, 
10700 Puritan Avenue 
Detroit 21, Michigan 









letters . 


lished by the Educators Progress 
Service, Randolph, Wis.; “The Blue 
Book of 16mm Films,” published by 
Educational Screen, Inc., 64 East 
Lake Street, Chicago 1. 

In addition to the above, the Li- 
brary of Congress publishes printed 
catalog cards on motion pictures and 
filmstrips. These cards are . pur- 
chased by libraries, universities, and 
institutions throughout the world. 
Without cost to the sponsor, it is 
possible to have his film publicized 
by means of these cards, if he is 
willing to insist that his film pro- 
ducer comply with the simple re- 
quirements of registration of titles. 
Yor full information about the LC 
card program, a sponsor should 
write directly to the Card Division, 
Library of Congress, Washington 
25; DC. 

JOHN FLORY 

Advisor on Non-Theatrical 

Films, Eastman-Kodak Co., 

Rochester, N. Y. 


Ten little Indians find a fan 


® TO THE EDITOR In your very 
fine book, “Sales Promotion Ideas,” 
copy of which I received, I find on 
page six a series of posters called 
“Ten Little Indians.” 

Fine Organics is in the business 
of selling safety solvents and I 
would like permission to use blow- 
ups of these cartoons. Would you 
please advise to whom I should 
write for permission? 

Thanks again for that very fine 
booklet. 

EMANUAL ROSENBLAT 

Assistant to the President, 

Fine Organics, Inc., New York 
[Person to write is Frederick 
Bowes, Jr., director of public re- 
lations and advertising, Pitney- 
Bowes, Inc., Stamford, Conn. 


Ed. ] 


Requests 20 copies of IM 


® TO THE EDITOR . . We need 20 
copies of INDUSTRIAL MARKETING’sS 
November issue. Will you please 
send them to us as quickly as pos- 
sible, billing us for same? 
ARTHUR A. RADKEY 
The Keelor & Stites Co., 
Cincinnati, O. 


WITH BUILDING BOOMING — 
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the construction, building, manufacturing and engineering fields to larger and 
better uses of concrete and concrete products in construction. 


THE JOURNAL OF THE AMERICAN CONCRETE INSTITUTE 


“World Authority on Concrete Engineering, 
Construction and Research” 


BIG EDITORIAL PLANS FOR 
THE COMING YEAR 


Indications of even greater building plans 
and activities mean greater responsibilities 
to us; for over 7000 owners and industry 
leaders look to the Journal for the news 
and facts so important to their business. 


THE INDUSTRY FACTOR 


To the extensive use of concrete in construc- 
tion and maintenance of buildings, highways, 
dams, bridges, t¢ Is, f dations, and 
subgrade walls; has been added in recent 
yeors a tremendous increase in the use of 
air-entrainment agents, vibration, steel re- 
inforcing bars, concrete block, pipe, and 
tile, and precast concrete wall panels, roof 
slabs, and floor joists. This widespread use, 
research, and development, have resulted 
in a demand in the concrete industry for 
millions of dollars worth of construction 
tools, materials, and equipment. 





THE GROWTH FACTOR 


The rapid growth and present pre-eminence 
of concrete in the building field is no 
accident . . . nor is it by chance that the 
ACI Journal is the ieading authority in the 
concrete construction field. 


Since 1929, the ACI Journal has pioneered 
in gathering, correlating and disseminating 


information for the improvement of the de- 
sign, construction manufacture, use and main- 
tenance of concrete products and structures. 
The ACI Journal is unique in this respect: 
it is both a vertical, as well as a horizontal 
publication. It is vertical in the sense that 
it reaches consulting and structural engineers 
who are concerned with using concrete. It 
is horizontal in the sense that if penetrates 
many industries where construction ma- 
terials are selected, specified and bought. 
The American Concrete Institute Journal is 
the official publication of the American Con- 
crete Institute, a nonprofit, nonpartisan or- 
ganization of engineers, scientists, builders, 
manufacturers, and representatives of in- 
dustries technically interested in concrete. 

ACI Journal is the only publication which 
focuses all its facilities on publishing current, 
authoritative, technical information for all 
phases of the concrete engineering field. 


ADVERTISING 


Because of the technical aspect of the 
Journal, you can tell your story in technical 
terms — as it should be told. Our readers 
are leaders — men who understand the 
problems of the industry — men you need 
to reach because they specify and buy. And 
because of their positions in the field, their 
specifications and purchases tend to create 
acceptance throughout the entire industry. 





SPECIFICALLY, the ACI 
these opportunities: 


and equipment. 





Journal provides you with 


*% to reach a vital growing market through the people who 
do the specifying and the buying of materials, services 


*% to back up your salesmen, as well as reach those key 
men that your salesmen are never able to see. 


% to build good will and create a demand for your product. 








The Journal's circulation is small (7,655 paid 6/30/53) but very important and very 


specialized. 


All reader-members are qualified by reason of profession or occupation. 


Published monthly, except July and August, the Journal provides an outstanding type 


of coverage at low rates. 


See for yourself — write for more details and a sample copy. You'll understand then 
why the ACI Journal is the key to the $32 billion construction industry. 


JOURNAL of the 
AMERICAN CONCRETE INSTITUTE 


18263 W. McNichols Road 


Detroit 19, Mich. 
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Which TONY. 
buys tractors 


... for cities, counties, states? 











Who buys tractors, snow loaders, mud 
jacks, replacement tires and hundreds of 
other kinds of equipment? The same man 
who buys all the material and machinery 
for the $4-billion-dollar-a-year munici- 
pal-county market. He's not the political 








official . but the technical official... the 
engineer. He's responsible for the whole 
range of city, county and state works 
Surveys prove it’s so in 98% of 780 cities 
of all sizes from 2,000 to 8,000,000 
population! 

That's why you can sell more to the 
whole varied field in PUBLIC WORKS 
Magazine. It has the largest audited en- 
gineering circulation in the field . . . gives 
the engineers more help in solving their 
on-the-job problems. Your ad in PW not 
only reaches the engineers, it influences 
their planning and buying. 


















- more pull - 





A chemical company* reports: 


“We received 64% more 
inquiries from 
PUBLIC WORKS.” 


*Name on request 


















The Engineering Authority 
In the City, County, State Field 


308 East 45th Street, N. Y. 17 
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from Washington 





Weeks scorns tariff idea, 






By Stanley E. Cohen 


® THE DOZENS of contending parties 
who are trying to influence the ef- 
forts of the Randall Commission to 


frame a new international trade 
program for the Eisenhower ad- 
ministration are getting some un- 


anticipated mental exercise trying 
to determine where Secretary of 
Commerce Sinclair Weeks actually 
stands. 

Ostensibly, he’s a rugged free en- 
terpriser, with nothing but scorn for 
something as paternalistic as a pro- 
tective tariff. By the time he is 
through speaking, however, he 
comes up with a formula which gets 
substantial applause from the pot- 
tery and glass industries and other 
protection-minded groups. 

The secretary’s plan was unveiled 
at the 40th National Foreign Trade 
Convention in New York, where he 
spoke effusively of the superiority 
of the free competitive enterprise 
system and called for a new inter- 
national trade program based on the 
assumption that American industry 
should stand on its mettle in the 
world market, in “tough, fighting, 
fair competition” with any industry 
anywhere. 

But to assure that this competi- 
tion does not endanger the living 
standards of American labor, he 
proposed that the Randall Commis- 
sion recommend a system of protec- 
tion which “would take into account 
some fair degree of wage differen- 
tial, after making allowance for rel- 
ative productivity.” 

Free traders were apparently 
caught off guard. But the “Nation- 
Wide Committee of Industry, Agri- 
culture and Labor on Import-Ex- 
port Policy,” which speaks for the 
protectionists, was lavish with 
praise. Pointing out that labor costs 
are the chief consideration in every 
instance where a U.S. industry is 
unable to compete with a foreign 


industry, the committee said: “It is 
heartening to find a member of the 
President’s cabinet who talks about 
and tariffs in and 


trade sensible 


practical terms.” 


Tariffs for Mining . . President 
Eisenhower's decisive rebuff to the 
Tariff Commission for proposing to 
give additional protection to the 
briar pipe industry may _ indicate 
that the administration will not go 
out of its way to protect non- 
defense industries which are in des- 
parate competition with foreign 
producers. 

It is not discouraging spokesmen 
for the lead and zinc industries, 
however, who have been warning 
the tariff commission that domestic 
mines cannot continue to operate 
unless they get additional price pro- 
tection. 

On his own part, the President 
has asked a special committee of 
cabinet officers to develop a pro- 
gram for helping essential domestic 


mineral industries which cannot 
survive in a free market. 
Assistant Secretary of Interior 


Felix Wormser, who plays an im- 
portant role in this field, says the 
President ‘is well aware of the threat 
to national security implied in the 
depressed condition of the domestic 
mining industry. 

Acknowledging that we cannot as- 
sume that adequate foreign supplies 
will be available at fair prices “even 
normal conditions,” he says 
will 


under 
the 
program of 


administration sponsor a 
the do- 
mestic mining industry. He 
gives assurance that the administra- 
tion will support essential research 
programs to find acceptable substi- 
tutes for those materials which can- 
not be found at home. 


incentives for 
also 


Keep Tool Builders Strong . . 
Now that the end of fighting in 
page 20 


Continued on 












FIRST oc. 
ee | | 
Oil’s publisher 


compiled the first Composite Cata- 

COVELAGE log of Oil Field and Pipe Line Equip- 
€ ment. Now internationally known, 

: the current edition has 5,300 pages 

; with catalog data on 519 companies. 

More than 11,500 copies of Com- 
posite Catalog are distributed—to 
men who control 98°% of the indus- 
try’s buying power. The catalog can 
be obtained only upon specific re- 
quest by oil companies themselves, 
for their buying personnel. 

Following each edition of Com- 
posite Catalog, a master “Identifi- 
cation of Buying Power” list is 
compiled. This bound volume shows 
names and titles of buying powe1 
personnel among more than 2,000 
oil companies, independent opera- 
tors and drilling contractors. This 
list is not for sale or public distribu- 
tion. It is not available through any 
other oil publication. But to check 
these 11,500 names against buyers 
you know, ask a World Oil repre- 
sentative to show them to you 

You can reach these known buyers 
first through monthly World Oil 
Yes, 939% of these men with 98% 
of the industry’s buying power are 
World Oil readers! And 7,500 read 
no other oil paper. 

Specialized World Oil is first in 
buying power coverage, first in oil 
producing circulation. Make it your 
first choice in advertising to this bil- 
lion dollar a year industry 


FIRST 
In 
advertising 


FIRST veins 


in oll aL 
producing 1) 
circulation editorial 
quailty 


Write for current N.I.A.A. Market Data Book on selling this 


gigantic Oil Producing-Pipe Line Market. Address Sales Pro- 
motion Dept., P. O. Box 2608, Houston 1, Tex. , 


She Pokds Largest MANDUusTRY <Scblishers f 7 
GULF PUBLISHING COMPANY 


OFFICES 
Houston (6), 3301 Buffalo Drive, LYnchburg 4301 
New York (17), 250 Park Avenue, El Dorado 5-4012 
Chicago (4), 332 S. Mich. Ave., Wabash 2-9330 
Cleveland (15), 1010 Euclid Ave., Main 1-2550 
Tulsa (3), Hunt Building, 3-1844 
Los Angeles, W. W. Wilson Bldg., Huntington Park, Jefferson 1219 
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PLANNING A 


SALES CATALOG? 
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The creating of an effective sales catalog represents a major challenge 


to your selling and advertising personnel. 


You will realize the maximum results from your investment of time, 


talent and money if you use this new S. D. Warren textbook in coopera- 
tion with your printer. The book is available to catalog planners without 
cost or obligation. Since the edition is limited, we must ask that you send 


your request on your company letterhead. 


NOTHING APPROACHES ‘‘THE SALES CATALOG’ FOR COMPREHENSIVENESS 


To our knowledge, this Warren textbook is the only one in existence 


that treats the whole subject of catalog planning, creation and distribu- 
tion thoroughly and practically. Step-by-step directions and suggestions, 
plus 62 instructive exhib'ts taken from the current field of successful 
catalogs, make this textbook a valuable guide for present and future use. 


To comprehend the breadth and depth of the subject-matter in “The 


Sales Catalog,” study this condensed outline of its contents: 


CHECK LIST AND INDEX 


FOR CATALOG PLANNING 


Understand the Complete 
Function of your Sales Catalog 


Plan to Present Complete In- 
formation 

— on one page; on double-page 
unit; on sequence of pages. 
Sectionalizing the catalog. 


Plan for Convenient and Easy 
Reference 
— Adequate indexing. 


Assemble All the Facts Re- 
garding Your Products and 
Services 


Plan for Proper Usage 

— Format, layout, color, bind- 
ing. 

Be Sure Your Catalog Reaches 
the Right People, in Good 
Condition 

— Distribution. 


Are You Getting the Most 
Usage from Your Sales Cata- 
log? 

— Related needs. 

Your catalog as a sales promo- 
tional unit. 

Select a Reliable Printer and 
Use Fine Grades of Paper 
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BETTER PAPER... BETTER PRINTING 


arn 


(STAN DAR 


Print ng Papers 


Sor Letterpress Printing, Lithography, Book 
Publishing, Magazine Publishing, Converting. 


S. D. Warren Company, 89 Broad Street, Boston 1, Massachusetts 


Washington 
gt 3% 
Oo 

Korea has cut the immediate de- 
mand for many defense items, the 
Office of Defense Mobilization is 
busy assuring the machine tool in- 
dustry that there will be an organ- 
ized effort to prevent the kind of 
demobilization that hit the tool 
builders after World War II. 

ODM chief Arthur Flemming says 
the government remains faithful to 
the concept of a “broad and strong 
mobilization base.” “But mainte- 
nance of the base must be carefully 
defined if we are to avoid costly and 
useless programs,” he observes. ° 

It does not mean keeping un- 
necessary production lines in opera- 
tion, he says. Nor does it necessari- 
ly mean keeping less efficient pro- 
ducers in operation. 

“The maintenance of the base 
does mean, however, that we should 
do everything possible to have in 
readiness that combination of facili- 
ties, production equipment and 
skilled workers whose production, 
together with any existing military 
reserves of weapons, can meet 
rapidly accelerating wartime re- 
quirements.” 

ODM has two general programs: 
one is the stockpiling of existing 
machine tools. In many instances 
complete “packages” of tools are to 
remain in or near plants. By “pack- 
age,” ODM means “the complete 
complement of production equip- 
ment that would be needed to pro- 
duce a specific military item at a 
specific plant.” 

The second program is a purchas- 
ing program. Under this plan the 
Department of Defense will spend 
several hundred million dollars an- 
nually for long-lead time tools so 
that essential equipment will be 
readily available in the event an 


emergency arises. 


Aluminum Supply Eased.. Alu- 
minum producers are telling gov- 
officials that declining 


defense requirements will clear the 


ernment 


way soon for many new applications 
of aluminum. Industry members 
feel the use of aluminum in pro- 
ducers and consumers goods has 
been retarded because of uncertain 


supply situations. 










sas, Eastern Missouri, Louisiana, 
Oklahoma, Mississippi and West- 
ern Tennessee markets. 


9,378 


MORE DOORS... of construction industry buyers! 


Associated Construction Publications now has 
two new publication members to offer a more 
complete coverage of the multi-billion dollar 
construction industry. 

The two new publications in the A.C. P. group 
are “Construction”, serving the North Caro- 
lina, Virginia and West Virginia markets, and 


“Rocky Mountain Construction”’, serving Col- 
orado, New Mexico, Utah, Wyoming, Eastern 
Nevada and Eastern Arizona. 

The two new keys can open the doors of 9,378 
construction industry buyers for you... and 
when used with the other 12 regional construc- 
tion publications give you 81,756 open doors. 


THESE 14 KEYS OPEN 87,756 DOORS IN THE CONSTRUCTION MARKET 


Construction Bulletin 
The key to 5,802 doors in the 
West North Central market, with 
circulation in Minnesota, North 
Dakota, South Dakota and North 
ern Iowa. 


Dixie Contractor 
The key to 5,708 doors in the Ala 
,vama, Florida, Georgia, South 
( Carolina and Eastern Tennessee 
construction market. 


truction New 
Opens 7,050 doors in the Arkan- 


lation in Ohio, Indiana, and Illi- 





open 5,261 = in Southern 
18, Kentucky, Eastern Mis- 
souri, West nessee, North Mis- 
sissippi and Arkansas. 


3.048 dooee'in Ke ch 
he key the ric 


market, 


New Englan 
4,480 doors in New England 
Maine, New Hampshire, Vermont 
Massachusetts, Rhode Island and 
Connecticut opened by this key 


oo ill 
Fits and Upper 


Y tructioneer 
The key to 9,027 doors in the Fast Opens 12,011 doors in the Mid- 
orth Central market, with circu- 
New York, Pennsylvania, New 
Jersey, Delaware and Maryland. 


The key to 3,363 doors jn the ac. Opens 6,308 doors in the Kansas, 
hive Michigan construction mar- le Western Missouri, Okla: 


oma, and Nebraska construction 


ket. 


Builder & Contractor 
6,792 construction door 
California, Arizona and 
jouthorn Nevada 


For complete information on one, several or all the 
A.C. P. publications, write to Gordon Anderson, 
Sec’y., 1022 Lumber Exchange Bldg., Minneapolis, 
Minnesota. 





Atlantic area, with circtilation in 


ow many different 
things can you do 
to a ton of coal? 


You can burn it, buy it, dock it, 
export it, handle it, heat with it, 
load it, manufacture with it, move 
it, sell it, ship it, stockpile it, and 
who knows what else! Chances are 
the man or company who does even 
one of these, reads “Uty” which 
tells him how to do them all. 


(“Uty” is the shorthand way 

~ \ \\ our staff speaks of UTILIZATION, 

the Magazine of Coal Uses. When 

you have a name of 5 syllables, 

you’re forced to abbreviate. 

Otherwise there wouldn’t be 

enough hours left in the day to 

produce the special kind of mag- 

azine UTILIZATION is. There goes 
another half a day.) 


\ 
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1A 
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“Uty” is unique—being the only publication that 
covers the tremendous horizontal market of coal users. 
Advertisers are discovering that it gives them the primary 
buying influences in all 6 coal use classifications, accounting 
for 90°; of annual coal consumption: 


- Electric utilities, municipal and private power 
stations + Steel, cement and chemical plants +» Manu- 
facturers + Coal retailers and wholesalers + Coal docks 
and rail terminals + Plus many hospitals, schools and 
public buildings. 


UTILIZATION’s rapid growth bespeaks the need for it. 
In 1952, our advertisers placed 471 pages 
with us, against 196 pages in 1948, first 
full year of publication. 


How many different ways can ““Uty” 


help you? —- 
U tilization 


MECHANIZATION, Inc., Publishers 
MUNSEY BUILDING e WASHINGTON 4, D. C. 


New York « PirrsBuRGH « CHICAGO « SAN FRANCISCO « Los ANGELES 
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begins on p. 18 


In 1953, total shipments of alu- 
minum are expected to reach 3.4 
billion pounds, an increase of 700,- 
000,000 pounds from 1952. Since 
mid-year, aluminum has becoming 
increasingly plentiful. Defense re- 
quirements are down, and produc- 
tion capacity has improved. More- 
over there has been more cautious 
buying because buyers no longer 
feel compelled to maintain high in- 
ventories. 


Construction Level Steady . . 
Undersecretary of Commerce Wal- 
ter Williams, who keeps an eye on 
the business indicators, feels con- 
fident that the construction industry 
will move along at a good pace in 
1954. 

Industrial building activity prob- 
ably will continue to slow down, he 
says, but the dollar figure for 1954 
will certainly not be more than 10 
or 15% below that of 1953. On the 
other hand, stores, office buildings 
and similar commercial construction 
should exceed 1953 by 10%. Public 
utilities . . railroads, telephone and 
electric power, as a group, should 
also continue a mild rate of expan- 
sion. Government construction may 
be fairly steady, he says, with the 
decline in federal spending offset by 
state and local expenditures for 
schools and highways. 


Standards Unit Upheld . . The 
National Bureau of Standards has 
apparently emerged from its con- 
troversy with Commerce Secretary 
Sinclair Weeks thoroughly vindi- 
cated and stronger than ever. Last 
spring the Secretary charged that 
the Bureau was biased in testing the 
battery additive AD-X2. But three 
separate investigating committees of 
able technicians who were ap- 
pointed to evaluate the Bureau’s 
work all gave whole-hearted votes 
of confidence. And Secretary Weeks 
has taken defeat like a good soldier 
and pledged wholehearted support. 

The general impression here is 
that Secretary Weeks got into this 
jam by relying on bad advice from 
assistant secretary Craig Sheaffer 
(who has subsequently returned to 
private industry). * 
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Readers help our editors, every month, to prepare the “Streamlined Produc- 
tion” story which is one of PRODUCTION’s most popular features. They 
don’t give this co-operation for money — for there is no compensation pos- 
sible. 
But there are two potent reasons: 
1 A splendid interest in anything which they know helps mass pro- 
duction progress. 
2 A genuine interest in the magazine which they know is mass pro- 
duction’s own magazine. 
No publisher can buy that sort of interest. It can only be earned by keep- 
ing the publication so interesting, so helpful, and so reliable that it is wel- 
come, every issue. 


Advertising in such a publication works in a very favorable “climate.” 


BRAMSON PUBLISHING COMPANY 
Box One Birmingham, Michigan 


MASS Productions Own Magazine 





SALES OFFICES: Chicago, Cincinnati, Cleveland, Hartford, 
los Angeles, New York 
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~ Your Saleemen Handle? 


Actually, the question is full of variables. To find the 
answer, start by deducting weekends and holidays... plus 
time spent traveling, waiting for interviews and doing 
office work. Then make allowance for the average of three 
persons per plant who must be “‘sold’’, and for the number 
of contacts per company per year. 


When you have the answer you'll realize why the average 
industrial sales call costs $16.31. No salesman should be 
expected to spend valuable time ‘‘bird-dogging”’ for pros- 
pects when you can contact thousands of them in the 
business publications they read for help with their jobs, 
at pennies per call. 


Use Business Publication Advertising as a sales tool to 
increase the salesman’s calling power. Just as high speed 
machines cut manufacturing costs, business paper adver- 
tising cuts sales costs. It “‘mechanizes’”’ the first three steps 
of a sale and lets the salesman concentrate his valuable 
time and talent on the important job of making the pro- 
posal and closing the order. 


Ask your McGraw-Hill man for our 8-page leaflet, “How 
Many Accounts Can Your Salesmen Handle?” Also about 
our new sound-slide film... ‘Plateau of Progress’? which 
is available for showing at sales and management meetings. 


Py ey 
Ji 
McGRAW-HILL fmm 


McGRAW-HILL PUBLISHING COMPANY, INC. 


AbD 330 WEST 42nd STREET, NEW YORK 36, N. Y. ABC 


HEADQUARTERS FOR BUSINESS 'NFORMATION 











HOW “‘MECHANIZED SELLING’ 


HELPED INCREASE SALES 
OVER 500% 


When Hercules Powder Company 
introduced toxaphene—a basic 
material for agricultural dusts and 
sprays—an intensive advertising 
program with two objectives was 
initiated. Advertisements were 
run in a selected group of busi- 
ness publications to encourage in- 
secticide manufacturers to use 
toxaphene in their formulations. 
Advertisements in farm publica- 
tions created an awareness of tox- 
aphene’s values among farmers. 
This two-fold campaign was sup- 
plemented by billboard, news- 
paper, and radio advertising. 


RESULTS: Annua! 

« sales of toxaphene- 

based insecticides jumped from 

30 million pounds to over 150 mil- 

lion pounds in three years. Toxa- 

phene is now being used in nearly 

all formulations of agricultural 
organic insecticides. 
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IN CANADA 

THE SUCCESS 

OF IEN PLAN 
IS OUTSTANDING 


The horizontal, all-industry 
monthly at one industry cost . . 

reaching the product selecting of- 
ficials in the most active, best 
rated plants . . . containing only 
product information . . . ex- 
amined monthly, but kept and re- 
ferred to frequently for purchas- 
ing . . . has made business paper 


hisvery. 


For 14 years the progress of Ca- 
nadian Industrial Equipment 
News has parallelled the growth 
of LEN in the United States. 
Today we can offer U. S. manu- 
facturers the... 


Largest industrial plant coverage .. . 
Most industrial advertisers in regular 


issues... 


Most news of industrial products .. . 


Lowest cost per thousand readers. 


Write for our informative free 
booklet: 


Business in 


CANADIAN 
[NDWSTRIAL 
EQUIPMENT 
att 


Head Office: Gardenvale, Que. 


Atlanta, Ga.: L. O. Coburn, 3 Villa Drive 
N.E. Birmingham, Mich.: Lloyd G. Saulter, 
15858 Kirkshire Ave. . . Boston 8; H. C. 
Whiteley, 50 Beacon St. . . Chicago 4: 
G. C. Hooker & R. H. Irvine, 20 West Jackson 
Boulevard : Cleveland 14: H. Pierce, 
3145 Superior Ave . Detroit 30, Mich.: 
Don L. Prouty, 115 Handy Road. . .Detroit 35, 
Mich.: Ted Emerson, Box 5046 Southfield Station 

Indianapolis 20, Ind.; Graham 
LeVay, 5909 Guiltord Ave. . . Kalamazoo 
5, Mich.: George N. Boyles, 426 Potter St., 


“So you want to Do 
Canada.” 


Los Angeles 1: A. H. Haurin Jr., 6000 | 


Miramonte Blvd . Maywood, IIL: = 
Holden, P. O. Box 15 Minneapolis, Minn.: 
oy Campbell, P.O. Box 455. . . . New York 

: Howard Ely, and L, Bentley, 200 West 16th 
St . New York 1: J. E. Hague, 461 8th 
Ave. . . Philadelphia; G. Park Singer Jr., 
Serer Darby P.O. Box 96. . . . Pittsburgh 22: 

H. Scoltock Jr., James A. Ehalt, 
mA Bank Bldg Western Springs, IIl.; 
C. A. Burton, 4713 Woodland Ave 


(At 
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trends 


A review, 


by business paper editors, of industry conditions 


that may influence industrial marketing procedures. 


Textile industry sales 
to hold their own in 1954 


By James H. Kennedy, Textile World; John C. Fonville, Textile Industries; George F. Zea- 
land, Textiles Panamericanos; Robert E. Ellsworth, Modern Textiles. 


® TEXTILE producing 
well, but profit margins continue to 
be thin. The surge of expansion has 


eased off considerably, and expendi- 


MILLS ARE 


tures are being concentrated on 
equipment. The coming year should 
find the textile industry not losing 
any ground gained in 1953 . . and 
very probably showing a slight im- 
provement. 

Since cotton still represents 70% 
of all fiber used in the U. S., the fig- 
ures for this branch of the industry 
are still a good barometer of the en- 
tire industry. In 1953, up to Sep- 
tember, cotton spindles in the U. S. 
operated at 134.1% of capacity 
(100°% is two shifts, five days). In 
the same period of 1952, cotton spin- 
dles ran at 118.7° 
showed a gain of 15.4% 


» capacity, so 1953 
Cotton- 
mill men are wont to remember the 
war days, when 150% was “normal,” 
in remarking on the state of busi- 
ness now. It isn’t bad. 

Total fiber 


is also up . . 8% at this writing . . 


consumption for 1953 


with the gains distributed as fol- 
cotton 4°, wool 21% 
and acetate 6%. The rate of cotton 
seven 


lows: rayon 
consumption for the first 
months of 1953 was higher than for 
any year except 1951; wool was do- 
ing better than any year since 1950; 
and rayon and acetate were also do- 
ing better than any year since 1950. 

According to Textile World’s an- 
nual November check-up, total ex- 
penditures and commitments for 
1953 are estimated at $323,000,000. 
This figure is down from last year 
and most of the decrease is ex- 
plained by the letup in new mill 


building. Expenditures for the past 
three years have been fattened by 
the millions of dollars spent for land 
and new mills in the South, but re- 
location and expansion is going on 
at a much lower rate now. 

The VU. S. slipped from first to 
third place among cotton-goods ex- 
porting countries in the first six 
months of 1953. Japan led the way, 
Britain was second, and India a 
close fourth. 

These three major competitors of 
the U. S. are jumping back to their 
feet after the war and reconstruc- 
tion years . . and increasing ex- 
change restrictions are not helping 
U. S. mills in foreign trade. 

It is easy for U. S. industries that 
have no real foreign competition to 
plug for free trade, but the textile 
industry, with strong and efficient 
competition in dozens of countries, 
has a problem. . . JAMES H. KENNEDY, 
southern editor, Textile World, New 
York. 


Latin America Booming . . There 
are so many conflicting trends in the 
widespread textile mill markets of 
Latin America, one can bring their 
status into focus only by looking at 
one country at a time. At this mo- 
ment, Brazilian mills are active. 
They are making money, but foreign 
exchange is severely restricted. 
Consequently the mills are not buy- 
ing machine and supply replace- 
ments as fast as they need them 

In Mexico, exchange is free but 
the mills have been through a re- 
cession and are currently buying 
only the things they vitally need. 
Colombia, Cuba, Peru, Ecuador and 


Continued on page 30 
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BUILDING .. Portable structure 
designed to enclose outdoor s 


Source: YARD-STOR SHELTER CO. 
19286-60 Joha & $¢., Detrolt 3, Mici 

















$780 por tection 


Semi-circular sections made of trussed and b. 
covered with corrugated metal, glass reinforce 
other specified material, make up the semi-circ 
in this new portable storage equipment. Each secth 
0 the job in five panels measuring 8 by 12 feet. Tt 
stacked and bound on a wood skid to form a ci 
width, 12 ft. length and 8% ft. in height. 

men with hand tools can erect one section 
Each section is supported on four wheel assembli« 
a track measuring 24% ft. from side to side. The 
section stands 13% ft. in height above the rails. 

Individual sections can be tilted upward on eith 
access to materials and equipment stored in the shel 
As many as six sections can be nested upon eact 
means of a crane. Section weight, employing corrug 
oo the structural frame, is about 1.500 pounds. At 
of sections can be placed end to end und added to o 
us required. Insulation can be specified. Outside en 
closed in. Skirts can be added to reach to the ground. 

The has prepared illustrated literature 
typical applications and explaining the construction 
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SIGNALING . . Power failure alarm 
monitors industrial smoke det: 


Seurce: WALTER KIDDE & COMPANY 
673-77 Mele $¢., Belleville 9, N. J. 
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Fer new or existing Instelietions 


New alarm has been developed for use with the company’s 
multi-space smoke detector. The detecting equipment assem- 
bles at a central control point and draws air samples from 
as many as four protected areas. Each sample passes through 
& smal! pipe to the detection cabinet where it is scanned for 


smoke by a photoelectric cell 


An audible alarm ‘s sounded if any sample contains smoke 
and that particular area is identified by an indicator. The 
new alarm switches from the normal ac. power line, in the 
event that it fails,.to a six-volt battery circuit. The new 
arrangement makes certain that the detecting equipment is 
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Semples end litereture on request 


Plain and threaded units are availabie now in the CaPlug 
line of flexible polyethylene plastic plugs and caps. The plain 
designs, in both caps and plugs, are available from stock for 
any diameter from % to 1% in. and to 8% In. to specification 

The new threaded plugs are made with three or four threads 
just under the collar. They are stocked in 12 sizes from ¥ in 
24 thread to 2%-in. 12 thread. Color is bright red. Appearance 
resembles red thimbles or jar capa. 
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¢ most powerful industria 


“One automaker has cut ‘54 prices, some 
others may follow suit,” says The IRON 
AGE... “Expect little drop in defense 
spending,” predicts The IRON AGE... 
“Steel business will be good in first half 
of ‘54; steelworkers will drive for more 
money,” according to The IRON AGE. 


You hear it on the news broadcasts. You 
read it in your daily paper and the news- 
weeklies. “According to The IRON AGE” 
is the stamp of authority on metalwork- 
ing news, the listener's and reader's 
assurance of obsolute news reliability 


The stature The IRON AGE has built up in 
its 99 years of reporting the news of this 
country’s major industry fast and ac- 
curately is an influence beyond measure. 
To be sure, we can count newspaper clips 
and demonstrate how many more times 
The IRON AGE is quoted than any other 
metalworking magazine. But this is only / 

scratching a huge surface. ‘ 


We can’t monitor broadcasts. We can’t 
put calipers on the scope of a reporter's 
or news commentator’s audience. We 
can’t detail the opinions formed, the 
planning started, the actual decisions 
made. But, believe us, this is what hap- 
pens — again and again and again. 


Happily much of this rubs off on The 
IRON AGE advertiser, himself. His ad- 
vertising message gains additional sta- 
ture from this positive editorial influence. 
And on top of his strongest program in 
the field’s fastest-growing publication, 
and at the lowest cost . . . this is a pretty 
precious bonus. 


WALTER WINCHELL 1S HEARD COAST 
TO COAST ON ABC RADIO AND TV 
NETWORKS SUNDAY 9 TO 9:15 PM EST. 
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From design to procurement, 
the United States Air Force 
runs the military aviation show. 
USAF “military management 
executives’ —officers and men 
in the field and in the Pentagon 
—are responsible for the devel- 
opment and purchase of air- 
craft materiel. 


AIR FORCE is the only me- 
dium in which you can reach 
these “men of decision” of 
military aviation. Why? Simply 
because it is the only military 
aviation publication read by all 
these key Air Force people. 


It's just good business to talk 
to the men who “run the 
show.” 


Talk to the USAF‘s 
Management Team in 


AIR FORCE 


THE MAGAZINE OF AMERICAN AIRPOWER 


SANFORD A. WOLF 


Advertising Director 
114 East 40th St. @ New York 16 N. Y. 
MUrray Hill 9-3817 


los Angeles @ Chicago @ San Francisco 
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all the Central American countries 
can buy anything your sales skills 
make them feel they need. Vene- 
zuela is a boom town .. old mills 
expanding, new mills starting, two 
rayon yarn plants in operation. 
Selling keener 
competition, not only between 
United States firms that need the 
business to keep their employment 
rolls full, but also from European 
and to a very small extent from 
Japanese textile machinery manu- 
facturers who want to get into, or 
back into, the Latin American mar- 
ket which has been North Amer- 
ica’s oyster for the past twelve 
years. In the decade between 1941 
and 1951, U. S. firms shipped $300,- 
000,000 worth of machinery classi- 
fied by the Commerce Department 
for textile production. As much 
more in motors, compressors, pumps, 
etc. not so classified went to Latin 


trends. disclose 


American mills. 

Normal wear and tear should 
keep replacements at 10% of those 
figures without any special selling 
efforts. An attitude that prescribes 
an approach to the foreign customer 
which is as well planned and pro- 
moted, and as aggressive as that 
used at home will certainly keep 
the U. S. machinery firms’ share of 
the market as high in the next ten 
years as it has been in the ten just 
past. . . GEORGE F. ZEALAND, publisher, 
Textiles Panamericanos, New York. 


Textile Activity Up .. Textile ac- 
tivity charts throughout the better 
part of 1953 have reflected an im- 
proved level of operations over 1952. 

A projection of the activity line 
into 1954 would probably indicate a 
continuation of mill activity at ap- 
proximately the current level. 

For the most part, manufacturers 
of textile supplies, dyestuffs, chem- 
icals, etc., have reflected this in- 
creased activity of 1953 over 1952. 
The same applies to general indus- 
trial equipment, power transmission, 
and electrical equipment sales. The 
outlook for such sales for 1954 
should be at least as large as this 
year. 

Mills generally have kept up ex- 
isting equipment, remodeling and 
revamping being at a high level. 

The textile machinery shows at 


Atlantic City and Greenville, S. C., 
will give momentum to better busi- 
ness for all suppliers of the spin- 
ning and weaving branches of the 
textile industry, and the first south- 
ern show on the wet processing 
(finishing) end will be held in At- 
lanta, emphasizing that the South is 
heavy in this field and that South 
Carolina does more textile finishing 
than any state in the U. S. 

A definite trend that will influ- 
ence textile purchasing and activity 
in the future may be noted from the 
editor’s correspondence. More and 
more mills have increased their 
technical and research staffs in re- 
cent years, and these men will in- 
fluence purchasing; they must be 
reckoned with by both major tex- 
tile machinery manufacturers and 
suppliers to the industry. . . JOHN Cc. 
FONVILLE, Editor, Textile Industries, 
Atlanta. 


Man-Made Fibers . . Man-made 
fibers are destined to win even 
greater consumer acceptance than 
they have because of upcoming im- 
provements in care, serviceability, 
appearance, feel, and fabric design. 

Rayon is the most greatly im- 
proved man-made fiber. A new 
chemical cellulose gives a greatly 
improved wet strength and imparts 
characteristics which will sharply 
reduce shrinkage due to laundering. 

New high-strength rayon yarns 
indicate the fiber will take an even 
greater share of the tire cord mar- 
ket, and a strong bid is now being 
made for a real place in carpeting. 

Glass and polyvinyl type fibers 
will cut greater inroads into the in- 
dustrial textile field, and will make 
heavy gains in the home furnishings 
field. The acrylic fibers will begin 
to emerge from the present period 
of industry re-evaluation, and will 
offer greater advantages in process- 
ing and wearability, while polyester 
fibers, which boomed ahead in 1953 
in the face of many abuses, will be- 
come more firmly entrenched as the 
textile man’s textile fiber. 

The major deterrent to the prog- 
ress of the man-made fibers is the 
continuing failure of the industry to 
develop a truly effective educational 
program for retail salespeople, buy- 
ers, and neighborhood drycleaners. 
. . ROBERT E. ELLSWORTH, editor, Mod 
ern Textiles, New York. o 
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that gives you all eleven! 





1. It’s the IEC chemist and chem- 
ical engineer planners who write the 
big orders. 

2. I&EC’s quality circulation delivers 
more buying interest per man. 

3. I&EC gives proof of I&EC’s sub- 
scribers’ buying interests by doing a con- 
tinuous, non-competitive study of its own 
subscribers. 

4. I&EC stands #1 among the most im- 
portant buying factors named by a com- 
petitor’s study. 

5. I&EC has the greatest concentration 
of buying power in the Chemical and 
Process Industries. 

6. I&EC serves a// functions wherever 
they are; in research and development— 
process engineering and design—produc- 
tion— management. 


7. Only I&EC presents enough editorial 
volume to serve a// functions in all 24 
Chemical and Process Industries. 


8. I&EC has the balanced circulation— 
among trained chemists and chemical engi- 
neers in all titles and functions. 


9. I&EC has an important segment of 
its editorial material written by leaders in 
industry for leaders in industry. 


10. I&EC renewals are over 80% and 
subscription list accuracy is checked 
annually. 


11. IXEC maintains the high, envied 
standards of American Chemical Society 
editorial contents... as evidenced by the 
fact that little more than half of the excel- 
lent articles submitted appear in the 
magazine. 


The big sales 
come from 
I&EC 
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Eaton Manufacturing Company employs equipment ranging from salt baths to giant fur- 
naces in its 12 plants which serve automotive and allied industries. Here, Axle Division’s Chief 
Metallurgist, T. A. Frischman inspects an automatic gas carburizing furnace for special 
PROGRESS since 1930, his department specifies 
all heat treating equipment and materials required, and recommends sources for all metals. 


alloy axle parts. A reader of METAI 


FURNACE PARTS AND FIXTURES 


Alloy Engineering & Casting Co 
Ashworth Bros., Inc 

Blaw-Knox Co. 

Cambridge Wire Cloth Co 
Chicago Steel Foundry Co 
Oriver-Harris Co. 

Eclipse Fuel Engineering Co 


Electro-Alloys Div., Amer. Brake Shoe Co. 


Fahralioy Co. 

General Alloys Co. 
Haynes Stellite Co 
Hoffman Co. 

Hoskins Mfg. Co. 
international Nickel Co., inc 
Misco Fabricators, inc 
Ohio Stee! Foundry Co 
Pressed Stee! Co. 
Rolled Alloys, inc. 

R + ine. 

Standard Alloy Co., inc. 
Stanwood Corp. 
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* Good reason! METAL PROG- 
RESS is read by the most important 
group in modern’ metalworking, 
23,000 Metals Engineers. 

These men may have a wide range 
of titles, may be found in varied de- 
partments within a plant. 

But their function always is en- 
gineering—the engineering of the 
right metal through fabricating and 
processing stages into an end product 

. with economy and efficiency. 

So it is with heat treating. Metals 
Engineers look at the metal to be im- 
proved through heat treatment, at 
the production problems, at the de- 
mand for quality . . . and then de- 
termine the equipment and methods 
that will give the most efficient, the 
most economical results. 

These men depend on the editorial 
and advertising pages of METAL 
PROGRESS for up-to-date engineer- 
ing information . . . prove it by plac- 
ing more than 10,000 total inquiries 
each issue. More than 54% of these 
men report direct buying influence in 


plants that heat treat. They make up 
your basic market. . 
PROGRESS is their number one 
magazine. 


@ 119 ADVERTISERS USE Metal Progress TO SELL 


Wickwire Spencer Div., Colorado Fuel 
& tron Corp 


BURNERS 


Eclipse Fue! Engineering Co 
Houck Mfg. Co. 

Kemp Mfg. Co., C.M 
North American Mfg. Co 
Ro-Diant Products Co. 
Western Products, inc. 


REFRACTORIES 


Carborundum Co. 

Johns-Manville 

Lumnite Div., Universal Atlas Cement Co 
National Carbon Co 

Norton Co. 

Taylor Sons, Chas. 


OTHER SUPPLIES 


Aldridge industrial Oils, inc. 
American Cyanamid Co. 
Armour Ammonia Div. 


Boker & Co 

Bell & Gossett Co 

Bowser Technical Refrigeration 
Chemineer, Inc. 

Cincinnati Milling Machine Co. 
Cities Service Oil Co 

Du Pont de Nemours & Co., Inc., E. 1 
Globar Div., Carborundum Co. 
Gulf Oil Corp. 

Hoys Corp 

Heatboth Corp. 

Houghton & Co., E. F. 

Klaas Machine & Mfg. Co. 
Niagara Blower Co. 

Nitrogen Div., Allied Chemical & Dye 


Corp. 
Park Chemical Co. 
Pittsburgh Lectrodryer Corp. 
Revco, inc. 
Spencer Turbine Co. 
Sub-Zero Products Co. 
Sun Oil Co. 
Swift industrial Chemical Co. 
Walmil Co. 
Webber Appliance Co., inc. 


FURNACES 

Ajax Electric Co. 

American Gas Association 
American Gas Furnace Co. 
Bellevue industrial Furnace Co 
Bellis Co. 

Carl-Mayer Corp. 

Continental industrial Engineers, inc. 
Cooley Electric Mfg. Co. 
Dempsey Industrial Furnace Corp. 
Despatch Oven Co 

Dow Furnace Co. 

Drever Co. 

Eclipse Fuel Engineering Co 
Electric Furnace Co. 

Ferguson Equipment Corp 

Flinn & Dreffein Engineering Co. 
Furnace Engineers, inc. 

Gas Appliance Service, Inc 
Gas Machinery Co. 
General Electric Co. 
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Basic in 
Editorial Coverage 





12 Heat Treating SUBJECTS Editorially 
Covered in Last 6 Months, by Subjects 
Heat Treatment of 

High Speed Steel 


Advances in Induction Heating 


Carbonitriding Process 

Flame Hardening of Engine 
Components 

How to Reduce Quench Annealing of Cartridge Cases 

Cracking of Steel 


Quenching in Molten Salt 


Tempering of Steel 


Quench Crack Sensitivity of 


Refractory Brick for Alloy Steels 


Furnace Linings Case Hardening Practices 


Induction Heating of Gears 











Basic in 
Reader Response 





28,360 Heat Treating INQUIRIES 
Received in Last 12 Months, by Markets 


8,597 
3,032 
1,633 
2,211 
1,237 


Furnace Fixtures 2,642 
Control Instruments 
Refractories 


Burners and Blowers 


Furnaces 

Salt Baths 

Induction Heaters 

Furnace Atmospheres 

Quenching Equipment 
Totals. 











eee Me RONNIE ROT 
THEIR HEAT TREATING MARKETS 


George J. Hagan Co. 
Harper Electric Furnace Corp. 
Hoyes, Inc., C. |. 

Hevi Duty Electric Co. 
Holcroft & Co. 

Hones, Inc., Charles A. 
Industrial Heating Equipment Co. 
Ipsen Industries, Inc. 

Jet Combustion, inc. 

Leeds & Northrup Co. 
Lindberg Engineering Co. 
Loftus Engineering Corp. 
Mahr Manufacturing Co. 
Optical Film Engineering Co. 
Pereny Equipment Co. 
Rockwell Co., W. S. 
Salem-Brosius, Inc. 

Sergeant & Wilbur, Inc. 
Sentry Co. 

Stokes Machine Co., F. J. 


Sunbeam Corp. 

Surface Combustion Corp. 

Upton Electric Furnace Co. 
Waltz Furnace Co. 
Westinghouse Electric Corp. 
Young Brothers Co. 
INDUCTION HEATERS 

Ajax Electrothermic Corp. 

Ecco High Frequency Corp. 
General Electric Co. 

Induction Heating Corp 

Lepel High Frequency Laboratories, inc 
Lindberg Engineering Co. 

Loftus Engineering Corp. 
Magnethermic Corp. 

Morrison Engineering Corp 

Ohio Crankshaft Co. 

Sherman industrial Electronics Co. 
Westinghouse Electric Corp. 
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Published by the American 
Society for Metals 


JOHN F. TYRRELL, JOHN B. VERRIER, JR. 
55 W. 42nd St., New York 18, New York 
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964 W. Villa Drive, Des Plaines, Iii. 
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News 


of industrial sales and advertising 


Plan postal rate hike appeal 


ICC approves 10% increase; 
NBP challenges its authority 
for controlled publications 


® cHIcaGo . . Members of National 
Business Publications will appeal to 
the courts a decision by the Inter- 
state Commerce Commission in- 
creasing postal rates 10% for con- 
trolled circulation publications. 

The intention to appeal was an- 
nounced at the annual fall business 
meeting of NBP 24 hours before 
ICC approved the rate 
Lansing Chapman, publisher of 
Medical Economics and chairman of 
NBP’s legislative committee, said at 
the meeting that NBP legal repre- 
sentatives had challenged the au- 
thority of ICC to raise rates for 
controlled papers. 


increase. 


The legal representatives, he said, 


NBP Publishers Meet. . Left: Elected to offices at National 
Business Publications meeting (I. to r., seated) . 
re-elected president; and Harvey Conover, Conover-Mast, board 


chairman. Standing: Russell C. Jaenke 


remaining year of term of Jay Jenkins, Jenkins Publications, who 


Penton, director, filling 


insisted that, since Congress estab- 
lished a special postal classification 
for controlled circulation media, the 
commission has no authority to de- 
cide their rates. He said publishers 
would appeal if ICC raised rates. 

On the very next day, after the 
close of the NBP meeting, the ICC 
approved the rate raise. 

A 17% rate increase for catalogs 
also was approved. 

Postmaster General Arthur Sum- 
merfield had originally proposed a 
35% increase for both types of mail, 
but subsequently agreed to modifi- 
cation of the department's proposals. 

The new rates will become effec- 
tive on a date which will be deter- 
mined by Mr. Summerfield. The 
new catalog rate represents an in- 
crease of two cents for the first 
pound, and a new scale for each ad- 


Robert E. Harper 


islative committee 


resigned; David R. Watson, Modern Railroads, vice-chairman; and 
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Robert Smith, Medical 
Robertson (right) Assistant Postmaster General, Bureau of Finance 
chats with Joseph Hildreth (center), Chilton, NBP retiring chairman; 


and Lansing Chapman 


ditional half pound, and will bring 
about $3,000,000. 
The new rate for controlled circula- 


the department 


tion business publications is 11 cents 
per pound compared with the pres- 
ent 10-cent rate, and will raise 
about $500,000. ICC said the new 
catalog rate still does not cover the 
cost of handling. 

Joseph S. Hildreth, president of 
Chilton Co., and chairman of NBP, 
told its members at the meeting that 
1954 will be a good year for adver- 
tising and that appropriations will 
hold level or rise. 

Arthur H. Dix, Conover-Mast 
Corp., chairman of the research 
committee, announced that the NBP 
headquarters office has installed a 
product research index that will en- 
able advertisers and agencies to de- 
whether surveys of the 
markets for individual products 
have been made by member pub- 
lications. 

NBP President Robert E. Harper 
announced that membership has in- 
creased to 162 publications. 

Harvey Conover, 


termine 


j president of 
Conover-Mast Corp. and chairman 
of the promotion committee, de- 
scribed an NBP campaign of ads 
featuring business leaders and the 
value they place on reading busi- 
ness publications. 

Harvey 


Conover was. elected 


Continued on page 36 


Economics, director. At right: Albert J 


Medical Economics, chairman of NBP lea- 








OPEN 
PROSPECTS’ 


. to how casily and conveniently they can find 
your brand of equipment and products. 
Use Trade Mark Service in the ‘yellow pages’ 
of telephone directories. 
GUIDE 


= G 
americAS Blink ois 
FOR 


You can get further information by calling the Classified Directory representative at the ( 2% , 
local Telephone Business office or looking in Standard Rate and Data (Consumer Edition). (A) 
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Stickin Around 
with KLEEN-STIK 


Stand Up and Cheer! 

That’s what KLEEN-STIK P. O. P. 
displays do for the products they’re 
pushing —right in front of the custom- 
er’'s eyes! KLEEN-STIK All-Over 
Gummed Stock makes marvelous shelf- 
strips, back-bar signs, ae strips, 
and loads of others. And KL EN-STIK 
“Strips ‘n’ Spots’’ give birth to socko 
ideas like these: 


Table- 
Topping 


&> 

Trio 

If one KLEEN-STIK piece is 
good, two should be better— 
and three, colossal! That’s how 
J. W. THOMPSON, Ad Mer. of 
DOUGLAS FURNITURE 
CORP., Chicago, figured—and 
he was so right! Now, every 
Douglas Dinette Table carries: 
(1) a handsome KLEEN-STIK 
product label; (2) a style label 
featured in Good Housekeep- 
ing; (3) a colorful 3-D “‘stand- 
up”’ attached by a couple of 
KLEEN-STIK Strips. All three 
go on quick and easy the K-S 
**peel-an’-press’’ way, and stay 
on to TELL and SELL! 


(lt get Acquainted ! ) 


Business Going to the Dogs? 

Not if you ee our dealers clever, force- 
ful P. O. P. like this piece by AME 
BREWERIES! Goes up like a tent — 
fastens easy as pie to counter or shelf 
with KLEEN-STIK Strips for two-sided 
selling appeal. Or, slit it neatly into a 
pair of separate displays for mounting 
on any smooth, hard surface. ‘‘Bull 
idea by STU ROGERS of A. CARLISLE 
& CO., San Francisco printer, plus the 
talents of two agencies— BL AD- 
VERTISING of Portland, and FOOTE, 
— & BELDING’s San Francisco 
office. 


Run, do not walk to your regu- 
lar printer or lithographer for 
KLEEN-STIK. And for a hat- 
ful of terrific ideas on how to 
use it, write on your comp’ny 
letterhead for our swell ‘*Idea- 
of-the-Month” service—free! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenve @ Chicago 1, fil. 
Pleasers in pressure sensitives tor Advertising and Labeling 
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(im) news 


chairman of the board of NBP. 
Vice-chairmer are Arthur F. King, 
King Publications, San Francisco, 
reelected, and two new vice-chair- 
men, W. J. Rooke, president, W.R.C. 
Smith Publishing Co., Atlanta, and 
David R. Watson, president of Mod- 
ern Railroads Publishing Co., Chi- 
cago. 

Tingle, Progressive 
Grocer, New 


Leonard 
York, was elected 
treasurer, and Mr. Harper was re- 
elected president and secretary. 

Robert B. 


Industrial 


New directors are 


Luchars, president of 


Press, New York; Emil Stanley, 


president of Traffic Service Corpo- 
ration, Chicago; F. Morse Smith, 
v.p., Thomas Publishing Co., New 
York, and Robert Smith, general 
manager, Medical Economics, Ru- 


therford, N. J. 
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Helps Distributors . . Fron: | 


new Warner & Swase} 


CCA votes to change name 


because of new services 
® cuHicaco. . Controlled Circulation 
Audit has voted to change its name 


to Business Publications Audit of 





Integrate . . Importance 
Iii sales promotion and media 
William C 


president 


A dveartie . 
ys vertisers 


Circulation, Inc. 

The change was voted at CCA’s 
annual meeting because the organ- 
ization is now auditing both paid 
and free circulation and it was felt 
that CCA no longer is descriptive of 
the services offered. The name must 
be approved by the secretary of 
state of New York. 

Officers reelected include G. Ken- 
neth Thornton, director of advertis- 
ing, Scovill Mfg. Co., president; 
William H. Schink, G. M. Basford 
Co., v.p.; George W. N. Riddle, Put- 
man Publishing Co., secretary, and 
Arthur A. Kron, Gothan Advertis- 
ing Co., treasurer. Directors chosen 
for three-year terms were as fol- 
lows: 

Advertiser members . Mr. 
Thornton, Peter C. Poss, Timken 
Roller Bearing Co., Canton, O.; Al- 
len T. Wolcott, General Electric Co., 
New York. 

Agency member . . Mr. Kron. 

Publisher members . . Richard P. 
Smith, W. R. C. Smith Publishing 
Co., Atlanta; Robert C. Van Kam- 
pen, Hitchcock Publishing Co., 
Wheaton, IIl., and Croxton Morris, 
Public Works, New York. 

James I. Ballard, president of 
King Publications, San Francisco, 
was elected a director to fill the un- 
expired term of Arthur F. King, of 
the same company. 


ntinued 





Summary of Sales Executives Club survey of order costs 


Cost of 
100 calls 
at $17.24* 


Average 
orders per 
100 calls 


Average 
cost per 
order 





In your opinion, out of every 100 cold calls 
made by your sales force, how many orders 
do you get? 


9.2 $1,724 $187.39 





In your opinion, out of every 100 calls made by 
following up an inquiry from your publication 
advertising, how many orders do you get? 


$1,724 $107.75 





In your opinion, out of every 100 calls made 
after your prospect or customer has studied your 
catalog and invited your salesman to call, 

how many orders do you get? 


*$17.24 ...the average cost per sales call reported in the 


survey. 





38.4 $1,724 $ 44.89 











These averages tell the story — relatively low 
number of sales per 100 calls made cold; many 
more when calls are made on ad leads; and 
another big jump of sales per 100 calls made 
after the prospect has studied your catalog. 
Naturally, the cost per order goes down pro- 
portionately . 


Despite the obvious importance of the role 
catalogs play in the reduction of order costs, 
there is no intention on the part of the Sales 
Executives Club, or Sweet’s, to imply that 
catalogs are more important than advertising 
or personal selling. Good coordination of all 
three is essential to the reduction of order 
costs. 


Sweet’s is in the business of helping manu- 
facturers’ salesmen get more invitations to 
call. The Sweet’s district manager near you 
will be glad to show you how 1,480 manufac- 
turers use Sweet’s services in this connection. 


Or check the coupon for one or all of the free 
booklets which deal with the catalog proce- 


dure that amplifies the power of industrial 
advertising and selling. 


“The easier you make it for people to buy 
your products, the easier they are to sell!” 


Sweet’s Catalog Service 


Division of F. W. Dodge Corporation 


Designers, producers and distributors of manufacturers’ 
catalogs for the industrial and construction markets. 


Dept. 72, 119 West 40th Street, New York 18, New York 


Atlanta - Boston - Buffalo - Chicago - Cincinnati - Cleveland 
Dallas - Detroit - Los Angeles - Philadelphia - Pittsburgh 
St. Louis - San Francisco 


(1. Free booklet, ‘‘Some New Data on the Cost of Producing Orders 
in Industrial Markets’ (from the Sales Executives Club study) 


(0 Free booklet, ‘‘How to Improve Marketing Efficiency Through 
improved Catalog Procedure."’ 


( Free booklet, ‘The Need for Printed Product Information in 
industrial Buying,’’ summarizes one phase of the NIAA Study 


(J Please have your district manager show me how industrial 
marketers get more orders through improved catalog procedure 
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The responsibilities and authority of 
important men make them especially 
responsive to The Wall Street Journal's 
business information. And this is true 
whether it’s in the news columns or in 
the form of advertising. 


If you have news for American business, be sure to 
include the medium that American business subscribes 
to... reads regularly ...and considers most helpful. 


ABC Circulation: 258,448 (6-mos. average, Sept. 30). 


THE WALL STREET JOURNAL 


Published oat 


*NEW YORK C CAG f *SAN FRANCISCO 
Eoste Edit Midwes ditior Sov! est Editio Pacific Coast Editior 
44 Broad Street 711 West Monroe Street ung Stree 415 Bush Street 
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Ten at a Time. . It wa 
like a record when Ar 
Bryan, O., introduced 
industrial, automotive 
annual saies 
rep, 


ricator. 
Clague returned to ABC board; 


agencies get added director 
® cuicaco . . Stanley R. Clague, 
secretary and associate publisher of 
Modern Hospital Publishing Co., has 
been reelected to the board of di- 
rectors of the Audit Bureau of Cir- 
culation 

Business publication members of 
ABC reelected him at the 39th an- 
nual meeting of the bureau. Fifteen 
others elected or reelectd to the 
board were consumer advertisers, 
agency and media representatives. 

A major development at the 
meeting was agreement of the board 
to change the by-laws in order to 
give agencies an additional member 

. raising their total to four direc- 
tors..as advertiser members agreed 
to reduce their number on _ the 
board to 11 directors. Agencies had 
sought the change on the grounds 
that three agency directors were too 
few to cover all required meetings 
and that more younger agency men 
were needed on the board so they 
could be trained for the job .. a 
process that requires two terms, it 
was argued. 
Good 1954 seen by machinery 
makers and distributors 
® WASHINGTON . . Manufacturers 


and distributors of industrial ma- 
t 42 











+ RA as ROT Mw 














S 3 
4 & = © S = 
Oo a = v 
~ 3 
~ Oh 
© = 
Lt ~ © ~ sf > - 
% A = = i 5 = 
% ° ¢ =) mW = — 
S Do a2 uwiuw = 
= ~ - - - ~ ~ - 
*. S - 
©) - — _ - 
* ° ; D 
= 


went 








40 /indu trial Marketing 





ales 
“\~ 


trolled circulation magazine in the chemical field! 


That’s why it gives you the most effective coverage of the most desired readers! 


"CCA Verified Controlled Circulation sets the highest 
standards ever required by any audit bureau, paid or 
free, for verifying conformance of a magazine's circula- 
tion with the publisher’s stated circulation standards.” 


When you buy CCA Venririep CONTROLLED . . . you 
know that this circulation conforms to the publish- 
er’s promise of the magazine’s circulation coverage 
...as defined in the publisher’s CCA statement. 

For CCA Venririep CONTROLLED must correspond 
to the publisher’s stated standards of recipient eli- 
gibility ... and must be verified within two years. 

No other auditing bureau’s requirements are so 
strict for industrial circulations! 

...and 98.13% of Chemical Processing’s circula- 
tion is certified as Ver1rreD CONTROLLED (CCA Audit, 
December, 1952). 


Such high standards are important 
in industrial circulations 


... for, in industrial, professional and technical 
fields, specific types of recipients must be selected 
and screened with extreme care—in direct contrast 
to general or mass fields, where many kinds of 
readers are-desirable. 


Are other industrial circulation audits 
equally strict? 


No...the usual “standard of recipient eligibility” 
is that “someone paid something” on certain stated 
terms, and that the recipient’s address, firm connec- 
tion (if any) and title (if any) have been verified 
within 3 years.* (Such audits were originally de- 
signed to meet the needs of general or mass media.) 
Thus... for other audits, the industrial publisher 
may define the field his magazine serves... but ac- 
cept subscriptions from people outside of such field 
... yet count these recipients as paid subscribers. 
Only a careful analysis of such audits will reveal 
which subscribers are known to conform to the pub- 
lisher’s stated fields served .. . and which do not. 


“While other audits require checks within 3 years, CCA VERIFIED CON- 
TROLLED must be checked within 2 years. 


eh SSE 





io ox 


CLraett L Ltn 


Are there other advantages to industrial 
“Paid Circulation’? 


Yes...from the publisher’s standpoint, there are 
two important advantages... 

a. the publisher pays much less postage on “paid” 
circulation than he would on “non-paid”’ circu- 
lation. 

b. some publishers feel that advertisers buy “paid” 
circulation more readily. 

But note .. . these are simply normal, money-making 
reasons why some publishers prefer “paid” circula- 
tion. They are not, as some advertisers assume, 
guarantees of greater values for advertisers. 


Then why pay higher postage of 
“Non-Paid Controlled’’? 
The publishers of Chemical Processing pay the 
higher postage for “non-paid controlled” in order— 
a. to select and cover people we want, the people 
advertisers want to reach.* * 

b. to place the magazine in the hands of these most- 

desired, but most difficult-to-reach readers. 

c. to give advertisers greater advertising values. 
Yes...here, too, the publishers have a “money- 
making” interest ... namely: to sell advertising by 
delivering greater advertising values. But .. . note 
that here the publisher's interest coincides with the 
advertiser’s interest. 

That’s why Chemical Processing’s CCA VeriFIED 
ConTrROLLED is hand-picked, “‘bulls-eye” circulation 
... hitting where you want your advertising to go 
... giving you the “most effeciive coverage of the 
most-desired readers.” 


Why not “Make us prove it’? 


We'd welcome an opportunity to give you the proof 
—won’'t you invite us to submit the facts? 


**Many important management men in industry simply con't be reached, 
to sell them a subscription . . . hence they are frequently missed under 
**paid’’ rules .. . yet, they do read good magazines when they find such 
good magazines at hand. 


PUTMAN PUBLISHING COMPANY 


111 East Delaware Place, Chicago 11, Illinois 
Publishers of Food Processing — Food Marketing — Chemical Processing 


NEW YORK — CLEVELAND — DETROIT — ROCHESTER, N. Y. 
ST. LOUIS—LOS ANGELES-—SAN FRANCISCO — PORTLAND 
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Wr. D. Cal, tne vr 


decal merchandiser, says: 


TURN “EYES” 
INTO “BUYS” 
with PF 
DECAL VALANCES! 


ae. 
GROCERIES 


Point-of-purchase is your last chance to clinch the sale. And the space in your 
dealers’ stores is free! So cash in on the pulling power of your advertising 
program with dynamic, attention-getting PF decals! Vividly-colored store valances 
like those illustrated as well as window signs, dealer-service decals, decal 
name-plates, product decoration decals —all stick to their jobs of turning 
impulses into sales! 


art services, consultations and estimates without obligation 


PF DECALS... your last link between advertising and the sale! 


Please send me your Dept. IM 12 
FREE BOOKLET “DECAL-WAYS TO SALES!” 
with samples of PF decals. 


(6 Name 
A Firm 
gpa Address 
City Zone....... State 


PALM, FECHTELER & 


8 5 MAPLE StTREey. WEEKRawk en, 


42 /industria Marketing 


@) News 


chinery and supplies believe that 
business in 1954 will at least equal, 
and probably surpass activity levels 
of the current year. 

This was shown by a poll taken 
at a joint regional meeting of the 
American Supply & Machinery 
Manufacturers’ Association and the 
National Industrial Distributors As- 
sociation. 

Of 20 distributors, six look for a 
first-hand increase in business aver- 
aging about 17%, 13 say it will re- 
main about the same, while only one 
foresees any decline in 1954. Among 
the manufacturers, 21 out of 59 tak- 
ing part in the poll see an average 
7% droy, 20 expect the first half of 
1954 to be about the same as this 
year, while 18 predict that their vol- 
ume will be up, the expected in- 
crease averaging 10%. 


Wank & O'Rourke is new 
San Francisco agency 
® SAN FRANCISCO .. A new adver- 
tising and public relations agency 
with reported billings to exceed $1,- 
000,000 opened Dec. 1. 

The agency, Wank & O'Rourke, 





represents a merger of Wank & 
Wank and Alport &O’Rourke. Ac- 
counts will be sought in building 
products, packaging, medical, auto- 
motive, financial, food and general 
industrial fields. 


Yearbook gives foreign trade 
data on 87 nations 

® WASHINGTON, D. Cc... Basic statis- 
tics on foreign trade of 87 countries 
are included in the latest edition of 
Foreign Commerce Yearbook, pub- 
lished by the Office of International 
Trade, U. S. Department of Com- 
merce. 

Figures given are for 1951, the 
most recent year for which complete 
figures are available, and figures for 
1948, 1949-50 also are included 

The book may be purchased at 
any field office of the U. S. Depart- 
ment of Commerce or from the Su- 
perintendent of Documents, U. S. 
Government Printing Office, Wash- 
ington 25, D. C., for $1.50. 





FIRST 


Among Refining Industry Readers 
DEC.'46 DEC.‘47 DEC'48 DEC.‘49 DEC.’50 DEC.‘51 DEC.'52 PETROLEUM 


@ live publication grows with 


the industry it serves. And Petroleum 
Refiner’s circulation growth during the 
past six years has paralleled that of the 
refining industry. 


From 19460 to 1953, Ul. S. refinery 
capacity increased 51¢¢. In the same 
period Petroleum Refiner’s “refining: 
natural gasoline” paid circulation in- 
creased by 605°. 


Here’s an unequalled record among oil 
refining industry papers . . . concrete 
evidence of how Petroleum Refiner 


Refining and Natural Gasoline Circulation 


blankets the refining, natural gasoline, 
petrochemical industry. 


To reach this billion-dollar-a-year mat 
ket, gear your sales efforts to a con- 
sistent schedule in Petroleum Refiner, 
Contact our nearest office for details. 


SEND NOW FOR... 


_ new NIAA Refinery Market Data 
Booklet. ells scope of the gigantic 
refining industry, where lecated. how 
to sell it. 


FIRST 
Ty 


advertising 
FIRST y’ ic? doles 


in paid FIRST 

refining in 
Circulation editorial 
quality 


*Total circulation now tops 12,000. Be 


She Youd i Lirgest MANWUSIRY Scblishers 


GULF PUBLISHING COMPANY 


OFFICES: @ Houston (6), 3301 Buffalo Drive, LY-4301 @ New 
York (17), 250 Park Avenue, El Dorado 5-4012 @ Chicago (4), 
332 S. Michigan Avenue, Wabash 2-9330 @ Cleveland (10), 1010 
Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 3-1844 @ 
Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 
1219. 


3044 
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Your 
advertising 
message 





MECHANICAL 
ENGINEERING 


Together, they open up 
additional sales opportunities 
in 21 basic industries where 
35,000 mechanical engineers 
—readers of MECHANICAL 
ENGINEERING—buy and specify 
to put and keep their plants 
in operation 

MECHANICAL ENGINEERING iS 
the one publication that 
sells mechanical engineers 
exclusively, in industry 


after industry. 


Engineers are educated 
to specify and buy. 


MECHANICAL 
SN@iNigatines 


Published by 
THE AMERICAN SOCIETY OF 


MECHANICAL ENGINEERS 
29 West 39th Street Rist 


New York 18, N. Y. ee 
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Advertiser Changes. . 


Whitney 


Robert M. Whitney . . a 


by George A. Hinckley, : 


IK brar 


Fenton Hall, former ex; 


t 1” } 


handling equipment for 


Yale & Towne 


eded by Stuart D. Nelson, former ex; 


manager 


ny hA 
i iN€ I v 


Thomas K. Wells . . former ; 


f+ 
ra 


Kenneth E. Knowles . . |} 


ier 


hs 


Frank Wood. . 


men 


Charles Landers, Jr. . . for: 


ha 


L. L. Edwards . . ha: 


asls 


Ed C. Miller, forn 


Lou Kashins . . 


Pau! W. Arnold . . forme: 


Milton Allen Tyson . . former 


nanaising 


the 


Birmir 


eds Russell B. Robins, 


Rex Adams... manager 


J. P. Booz, w! 


Display Sales . . headed 


ne 


Harrigan and Robert M. Nagle, ha 


ngham 
the 


David 


manage! 


Robert 








* MULTI. BILLION 
DOLLAR 
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D0- 
YOURSELF 


MARKET 








Photo courtesy the Formica Co 
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28° of the $8 Billion Worth of Materials Sold Annually by 
Lumber and Building Products Dealers is to Home Handymen 


In three substantial ways, American service for dealers to use in their 
Lumberman & Building Products Mer- local promotion. 
chandiser is helping its 23,775 top retailer 3) with its “do-it-yourself” articles 
and wholesaler subscribers get more “do- telling and illustrating how other 
it-yourself” business: dealers are “cashing-in” on the home 
(1) with its “do-it-yourself” promotion handyman market. 
kit for dealers-—a ready-made pack- If your products fit into the “do-it- 
age which includes everything deal- yourself” market, AL&BPM offers you a 
ers need to develop home handyman receptive, pre-conditioned retail and 
business. wholesale audience that is waiting to hear 
with its ADservice—a low-cost mat your product story. 





AL&BPM’'s NEW DATA FILE gives you up-to-date facts on the $8 billion 
lumber and building products dealer market. It tells you how AL&BPM's 
dealer subscribers do over 85% of the business. The quality of AL&BPM’s 
subscribers is further attested by subscription renewals of 78.10%, all 
subscriptions without premiums, highest percentage of mail subscriptions. 


To sell the $8 billion lumber and building products market place a full schedule in 


American Lumberman 
& Building Products Merchandiser 


Issued every other Monday e Established 1873 @:A Vance Publication 


139 North Clark Street, (Phone Financial 6-5380), CHICAGO 2, ILL. 








EDITED FOR 


. .. Offering increased 
— Gregg Manchester . . former public 
opportunities to sell the | tions director and account executive 
74 >. Spinning Industrial Advertising Agenc 
2 e Detroit, will head up a new public rela 
$15 Bullion Weat Pachung Industry tions and advertising department organ 
| ized by the Wesson Metal Corr 2 3- 
The NATIONAL PROVISIONER . . . respected "Voice of the Meat | ton, Ky., and the Wesson Co., Detroit. 
Industry" for over 60 years . . . is written and edited by men who 
know the industry. Its editorial program is well balanced . . . built Donald B. Morse . . has been named sales 
to meet the specific needs of plant officials, executives and depart- manager of the Scintilla division, Bendix 
ment heads. Strong readership has been built on the excelience of Aviation Corp., Sidney, N. Y. Gerald 
the NATIONAL PROVISIONER's editorial content . . . offering you Terpenning succeeds Mr. Morse as man 
greater opportunities to sell this market. ager of sales in the western states. 


NATIONAL PROVISIONER Richard K. Thomson . . has been appointed 
Published Weekly ssistant director of sales of the sheet 





Proud of the fact that it has always been a week- ound department, plas 


ly publication, the NATIONAL PROVISIONER tics division, ( Corp. of America 

publishes weekly to consistently give full service | y “en 

to the industry. This policy has been supported 

by the readers . . . clearly proven by NP’s amaz- 

ingly high renewal record — 87.36% (June 30, J. E. Schlener . . has become merchandis 

1953). This type of readership offers a_ big | ing manager for the electronics division 

SALES opportunity for you, Mr. Advertiser. Close Syly ‘lectric Products, with head- 
" to 400 regular advertisers now use the NA- vai ee ite mi 

TIONAL PROVISIONER to get their share of the $15 billion dollar Meat 

Packing Industry. Results are consistent . .. attested by the number of 

repeat advertisers in any issue. The NATIONAL PROVISIONER is your Robert R. Sieger . . has been appointed 

logical selling tool for reaching readers who influence selection, specify and 

purchase equipment, materials and supplies. 


1dvertising manager of the Ediphone di 
Thomas A. Edison, Inc., West 


Harold E. Smith, specia! 


tigator 


MEAT PACKERS GUIDE 
ee Published Annually 


wcar racecet 
an 


© > Ihe GUIDE is the industry's only reference and 
OB ; buying aid ... used consistently by 99.2% of the 
GABE industry for reference and buying information. It 
brings your sales message to plant officials at the 
PO Voids moment they are in a buying mood. The GUIDE 
oe contains two separate sections . . . the Reference and 
Data Section ... and Buyer's Guide Section 
enabling you to tailor your advertising to suit the 
buyer's information needs. 











Now Available... 
MARKET and MEDIA DATA FILE 





Completely new ... Market and Media Data . 
Meat Packing and Allied Industries. Folder covers 
the market served, annual production, coverage of 
buying influences, circulation, subscriptions, renewals, 
editorial analysis and advertising. Write for your 
copy today! 





Jasper 


smugenpem poayy pee Deuang wag — tng Mpeg pe een 


B. Morgan Scherer and Thomas E. Jasper 
have been appointed vice-presidents 


= 





LaGrange & Garrison, Indianapolis ad- 


T io f A T t oO N A L @ snsieitias agency. Mr. Scherer joined the 


igency in 1949, and Mr. Jasper, who is 
T 


& & 1 vice-president of the Indiana Industri 
Advertisers Association, has been wi 
the agency since 1950. 
. Kenyon & Eckhardt .. New York, has | 


named to handle institutional and pr 


publicity for Quaker State Oil Refini 


Leading Publication in the Meat Packing and Allied Industries Since 189) is tae te 


15 WEST HURON STREET * CHICAGO 10 Continued 
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Most manufacturers want to sell more in °54. But it looks like selling will be tougher and 


more competitive next year. Therefore each dollar invested in advertising must work harder and do its 
full part of the selling job. That’s why manufacturers and their advertising agencies are becoming more 


selective in the choice of advertising media. In the construction field, the overwhelming majority of 


Ad 
vertisers have demonstrated their preference for CONTRACTORS AND ENGINEERS. 


There is one sure and easy way to determine which magazine has the widest manufacturer following. 
Pick up any issue of C&E, turn to the Index to Advertisers, and count the companies that are spending 


money in the magazine. Every name is one vote of confidence, and you will find that most companies 


refer........ AND ENGINEERS, as shown by the fact that it carries more advertisers than 


any other monthly publication in the field. This is true month after month, our average for January 
through October of 1953 being 206 advertisers per issue. And as proof of advertiser satisfaction, 197 


of our ’53 advertisers have been with us 5 years or more — 69 of them consistently for 10 years or over. 


Ss 


4 


WSS 

we 
ROSH 

wo 


a 


Contractors and 


Engineers 
“marketplace of modern construction 


— —_——— ee 


» 


QUIS 


AY 


WANES 


* 
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a A 


helps you sell 


the Men responsible for 


Pe 


ee Product Design & Development 


PD&D increases the effectiveness of Advertising by keeping 


Advertising as well as Editorial boiled down to Save Readers’ Time 


MARKET — It's expanding, growing but its 
size is unknown and in many respects, 
unknowable. No one knows what design 
engineers will be creating and working 
on —for tomorrow's products. Therefore, 
you can’t reach too many product engi- 
neers—too often. 


PDLD SERVES THE PRODUCT DESIGN FIELD... 
reaching the engineers and executives re- 
sponsible for the Design & Development 
of durable goods—-tomorrow’s products, 
manufactured in quantity for sale to con- 
sumers, business, industry and govern- 
ment 


34,000 COPIES OF PD&D ARE INDIVIDUALLY 
addressed to men who head up and super- 
vise the overworked and understaffed 
departments hard at work Planning, De- 
signing, Testing and Specifying. They 
comprise the Original Equipment Market 
—OEM—the market interested in compo- 
nent parts and materials. 


BECAUSE OF A SHORTAGE OF DESIGN ENGINEERS... 
each one has had to be responsible for a 
growing work load. ‘‘Time’’ has become 
their most critical commodity—time to 
read, time to solve their design problems 
and incorporate them into tomorrow's 
products 


PD&D HELPS YOU MEET TODAY'S CONDITIONS... 
Products on the market are being re- 
designed for improvement, for economy. 


Others are two or three years ahead of 
marketing. Every day new products are 
reaching the phase where design has to 
be ‘“‘frozen’’ for production. The present 
trend toward annual new models also 
makes the need for information about 
products—both new and tried-&-tested— 
even more imperative. 

PD&D SAVES ITS READERS TIME BY PRESENTING 
editorial content in short concise form; 
and by limiting advertising space to only 
1/9th and 2/9th page units. Because these 
two elements are blended in our page 
make-up, continuous analysis of requests 
for additional product information show 
that the advertising is as well read as the 
editorial material. 

PD&D HELPS ADVERTISERS DO THEIR NO. 1J0B... 
with 34,000 individually-addressed copies 
getting product descriptions and specify- 
ing data into the hands and personal files 
of Design Engineers 

THEY READ PD&D AT THEIR DESK, CN THE JOB 
and respond through one of PD&D's 
three inquiry systems to quickly obtain 
additional information on selected items. 
Product designers phone, wire, write di- 
rect to manufacturers because PD&D 
furnishes individual names and phone 
numbers wherever possible and over 
4,000 use PD&D’s Reader-Service cards 
every month making over 23,000 requests 
for additional product information. 


To make it easy for Advertisers who want to Buy 


Here's how one Advertising Executive 
highspotted his recommendation: 


ss Product Design & Development is rec- 
ommended in reaching the Design Field 
because it has the largest circulation at 
lowest cost — plus tangible evidence* that 
the proposed advertising will be read. 9° 


Data for your proposal: 


CIRCULATION: 34,000 individually-addressed 
copies, CCA. COST: Flat rate of $150 per 
1/9 page unit or $1,800 12-time schedule. 
*TANGIBLE EVIDENCE that advertising-is- 
read: Received in the form of direct in- 
quiries, and PD&D Reader-Service Cards. 


Media selection many times is determined not only by “‘who reads it’ but also by the 
mood-&-frame of mind of Readers...as well as WHEN-&-WHERE they do their reading. 


——---- 
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John Falkner Arndt & Co. . . Phila 


been appointed advertising 


John J. Craig . . { 


her 
ner 


Tilds & Cantz . 


peen apy 


Robert A. Ahrensdorf . . has been named 
west ist advertis 


i1dvertis representative I 


Royal & deGuzman .. 
neen named to handle 
Electrical 


motion 


Richard Cummins . . has 


LA ) 
Marston, 


ined Geare 


New York and Philadelphia, as 
art director. Mr. Cummins formerly 
with Gray & Rogers and N. W. Ayer & 
Sons, both of Philadelphia. 
Reast & Connolly . . Newark, 

been reappointed advertising a 
Bramhall, Deane Co., New York 
leeding engineers and equipment manu 


facturer. 


Merchandising Advertisers, Inc. 
has been appointed 


MA 


“uanning 


jess 


Robert M. Smith . . formerly 


Mac ‘ tie 
Vi idSKke aavertising agency 


Fuehrer-Williams Co. . .Providence, R. | 
I agency formed by Richard C. 
Fuehrer and M. Carlton Williams, forme 


. : 7” MA 


is Y new 
1 I lew 





Before he got that BIG order... 
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(0) ) was given... 


\ MEETS oe 




















“SELL the Men who TELL the GIANTS?’ 


schedule 


The only publication reaching exclusively the more than 
7,500 top-ranking professional Consulting Engineers. 
420 Main Street, St. Joseph, Michigan 





IF YOU BUILD OR SELL PRODUCTS LIKE THESE: 


Industrial 
§ aenanh Steam and Waste Disposal 
tee r 4 Power Plants Water Supply = 
ietribution Boiler’ Corrosior Motors, Pumps 
F 


3. 
Ingt rumen ~ ” ‘eedwater Treatsent Control Air Compressors 
4% 


and Contr 
Mechanical Lubrication Condensers diesels, Fuels .* 
Power Traneaission Piping Systeas Heat Exchangers Stokers and 
Turbines and Fire Protection Heating. Ventilating Firing 
Turbine drives Air Cleaning Materials Maintenance 
and Conditioning Handling Equipeent and Tools 


WE ASKED THEM-- 


Official titles are often misleading. So we 
asked Management in each worth-while firm to 
name the men in their organization who actually 
perform the job functions of Engineered Plant 
Services. Response was enthusiastic and co- 
operative. 








THEY TOLD US-- 


From every worth-while plant, we got the names, 
titles and addresses of the righ n. They're 
icked men you must selT if your product 
bought for Engineered Plan 


YOU GET THE eoesininae 


adve Jigen in Indu 
message reaches a 
nda vidual ieeont ives 
iineer...select.. 
ye maintain equipment 
lant Services. They bu 
job to buy! And with ie 
culation, Industry an 


advertising effec 








uur I&P Rep 


SCHEDULE 


ap Industry and Power ex: ecw on age 


Responsible for the Engineered 


420 MAIN STREET’ ST. JOSEPH: MICH. Plant Services 
Established 1920 
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, jewelry and 


tisers in the New England area. 


Wilson, Haight. Welch & Grover . . 
York, has been appointed advertis 
agency for the Walker-Turner 
Kearney & Trecker Corp., Plainfield 
effective Feb. 1. 

Burlingame-Grossman . . Chicago, has 
been appointed to handle advertising for 
J. Curry Mendes Corp., Canton, Mass., and 
Chicago, manufacturer of collating and 
tipping machinery, and Miller Mfg. Co., 
Schiller Park, Ill., manufacturer of paint 


mixing equipment 


George F. Deins . . former copy chief, wh 
has spent his entire business life with 
Thompson Koch Cou New York agency, 
has been elected vice-president in charge 


of copy. 


Harwood Advertising . . Tucson, Ariz., has 
moved into its new offices in the Advertis 
ing Arts Building, 248 West Elm Street. 
The building was designed and built for 
the exclusive use of the agency, which is 
headed by partners Nick Siflin and Elk 
Harwood. 


Harry L. Ault . . formerly with William H 
Weintraub & Co., New York, has been ay 
pointed account executive, Paxson Adver 


tising, Inc., Benton Harbor, Mich 


Robert M. Fitzgibbons . . 


executive at the 


Foster Grosh . . former 


anda y for 


Clark Collard Advertising Ag 


4 
Angeles, nas been appointed 


ency .. | 


Frank Miller . . 
M. Basford 
Baird Associates 


Icity 





PAID (ABC) Subscribers — 


ave your Prime Buyers aad Prospects! 


Your greatest impact — your most likely results per dollar of 
advertising — come from your direct appeal to the men who manage — 
those who influence buying — the men who think enough of their preferred 
business paper to PAY CASH FOR IT! 


« BY FAR the largest number of men in this manufacturing group 
SUBSCRIBE to — and read The PAPER INDUSTRY! 70% of them receive 
the magazine AT HOME! 


* There’s a reason! For 34 years The PAPER INDUSTRY has been 
the educational and technical know-how magazine of the paper and pulp 
manufacturing industry — featuring, in greatest variety, the writings of 
scientists, engineers and production authorities. 








See SRDS for Combination Rotes 
and our nearest Representative 





Address your MONTHLY /SALES MESSAGES TO THIS BUYING ORBIT in the colymns 
of The PAPER INDUSTRY . . . the FOCUS"ISSUE magazine! ] 


To keep your ‘products nd services before more than 3000 executives 
every day of the dar — place your catalogue pgges in the PAPER and PULP 
‘MILL CATALOGUE 


FRITZ PUBLICATIONS ine. Sickcosntmors 


the only yearbook of its kind in the industry. 








WANT 10 KNOW 
WHAT SERVICES 
ARE OFFERED 

BY LEADING 
BUSINESS 
PUBLICATIONS ? 











‘A 


of plant managers 
superintendents 
supervisory engineers 


in the 


ELECTRONICS 
INDUSTRY 


regularly read 
NEWSWEEK {co 


—or put it this way! 
ah ctl ongpae You can learn how to read .. 
coverage per advertising dollar 
in NEWSWEEK 


than in any other weekly with aq few helpers 


news or business magazine. 





Newsweek 


First Choice 
to Sell the Top 
of the Industrial 
Market Pescoliin cnet = eee asian ® THERE ARE a number of clinics 
deliv aa et ete ee which offer reading courses. Most 
of them are in metropolitan areas, 
or university cities. New York has 


oa 
ge 52 
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IN THE 
PROCESS INDUSTRIES 
PICTURE! 


in selling the 
process industries 


by H. BURTON LOWE 





Imagine yourself 

















then you'll truly 


buying problems 


ach day dawns with a different 
problem for the process man. It can con- 
cern heat transfer, size reduction, drying, 
mixing, materials handling or any of 
many others. No one man can know all 
the answers. He must have instant access 
to thousands of technical facts on hun- 
dreds of diversified products and services. 


Working on preliminary plans and speci- 
fications, the process man seldom calls in 
outside salesmen. There is too little time. 
There is too great a risk of revealing his 
company’s plans. He must rely on facts 





readily at hand. Much of the needed infor- 
mation can be found in the scores of 
individual catalogs he periodically receives 
from manufacturers. But this necessitates 
a tedious time-consuming search through 
files and closets. It’s no wonder he consults 
Chemical Engineering Catalog which has 
been his “working encyclopedia” for many 
years. 


Since 1916, Chemical Engineering Cata- 
log has been published exclusively for 
process men by process men. For one-third 
of acentury it has been part of college 
instruction in process design. Specifiers are 
accustomed to turning first to CEC for 
detailed facts on equipment, engineering 
services and materials of construction. 
Each year, CEC is sent to all the right men 
in all the right Dun & Bradstreet company- 
rated plants. No waste circulation. No 
important plants overlooked. 


In the present edicion of Chemical Engi- 
neering Catalog, 519 companies provide 
2,000 pages of up-to-date data. This sales 
literature is bound to help process men 
and manufacturers alike. The amount and 
quality of product information furnished 
in CEC determines the number of inquir- 
ies—by mail and phone—that lead to siz- 
able orders. To get your full share of proc- 
ess industries business, give CEC a promi- 
nent place in your budget. It’ll make 
your catalog dollars work to the utmost 
365 days a year. 


If you would like to see many specific 
examples of how process industries 
specifying teams select products similar 
to yours, call in your Reinhold Catalog 
district manager today. 





Process Industries 
Specifying Teains turn to 


CHEMICAL ENGINEERING CATALOG 
for detailed, 
up-to-date data on 


@ process equipment 
e engineering services 


e materials of construction 


Your equipment and engineering 
service facts, found in the 
easy-to-use Chemical Engineering 
Catalog, are consulted inside 

more than 13,000 Dun & Bradstreet 
company-rated plants for 12 full 
months, by specifying teams 
seeking help in the solution 

of process problems. 


To learn how you can develop 
profitable sales through low-cost 
leads, read “HOW TO KEEP 
SALESMEN FROM GOING WRONG.” 
Coupon will bring you this free new 
pocket-sized pamphlet. 


CHEMICAL ENGINEERING CATALOG 
Reinhold Publishing Corporation 

330 W. 42nd St., New York 36, N. Y. 
Please rush my free copy of: “How 


TO KEEP SALESMEN FROM GOING 
WRONG,” 


Name 





Title. 





Cc 








iP 





Street. 
City. 
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“according to 


Ceramic Bulletin...” 


































Througheut the depth and breadth of the 
multi-billion dollar ceramic field, ‘ Accord 
ing to Ceramic Bulletin has come to 
connote the high position held by the 
Bulletin’s editorial material. This phrase 
means that articles in the Bulletin can be 
accepted as the most conchasive, most re 
cent and accurate expressions of leaders in 
the various branches ef ceramics 












Because the Bulletin is considered the 
prime source of authorative information, 
baek issues are kept readily accessible as a 
library of accurate, technical information 
This “‘staying power’ of the Bulletin — 
and constam reference by men in every 
branch of ceramics affords advertisers 
multiple-sales contaets. Not once, but 
dezens of times throughout the year, 
Ceramic Bulletin advertisements come to 
the attention of over five thousand key 
ceramusts ! 














Through no other medium in the cerami 
field can you reach so many continuing 
viewers of your sales message as in 
Ceramic Bulletin! 







We would appreciate the opportunity of 
outlining to you the advertising advantages 
gained only in Ceramic Bulletin 








When your advertisement appears reg- 
ularly in the pages of Ceramic Bulletin, 
you are exposing your sales message to 
over 5,000 key ceramists. Through no 
other media can you achieve su¢h com- 
plete coverage of the ceramic market 
and at such a modest rate. 










eramic 


ulletin 













2525 N. HIGH ST., COLUMBUS 2, OHIO 
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problems .. 


begins on p. 50 


the Reading Laboratory and the 
Speed Reading Institute. Chicago 
has the Foundation for Better Read- 
ing. 

Many universities and colleges 
have set up Reading Clinics. The 
Stella Center Clinic at New York 
University is one. Another is the 
Reading Clinic of the University of 
Chicago. 

Some clinics use a machine called 
the “reading accelerator” available 
from Science Research Associates, 
Chicago. The _ unit, 
about $80, utilizes a moving shut- 
ter that can be adjusted to descend 
over a column of print at varying 
rates of speed from 30 to 2,400 words 


which costs 


a minute. The moving shutter ex- 
erts a psychological effect on the 
reader inasmuch as it tends to push 
him to read at least as fast as the 
shutter moves. The accelerator is 
designed to accommodate newspa- 
pers, books, magazines or practically 
any kind of reading material. 
Books on the subject 
“Toward Proficient Reading” by 
James Alexander Hamilton, M. D. 
(Saunders Press); and “How To 
Become A Better Reader” by Dr. 
Paul Witty (published by Science 


Research Associates). 


include, 


Booklets on how to increase read- 
ing speeds have been published by a 
number of leading universities in- 
cluding the University of Minnesota, 
and Stanford. 

The average executive will spend 
up to three hours a day on business 
reading (advertising agency execu- 
busi- 


tives, advertising managers, 


ness paper editors, etc. possibly 
spend even more than three hours a 
day on “must” reading). 

It is easily possible to double the 
average adult’s reading speed from 
Thus it 


doesn’t take too much imagination 


250 to 500 words a minute. 


to realize how much a good reading 
course could increase the horizon of 
education for the average executive 


. or anyone for that matter. 


And it doesn’t require a long, 
drawn-out course to improve one’s 
reading speed. For example 84 Air 
Force officers increased their aver- 
age rate from 291 to 460 words a 
minute as the result of an 18-hour 
reading course. This increase was 
also accompanied by a 7% gain in 
comprehension. It is interesting to 
note that several of the officers from 
this group could, at the end of the 
course, read with good comprehen- 
sion at rates of over 1,100 words per 
minute. 

A class of 30 students who took 
offered by the 
Reading Laboratory of Howard Col- 
lege increased their reading rates 
from an average of 222 to 446 words 
per minute in an 1l-week course 


reading courses 


consisting of five 1% hour training 
week. The 


comprehension improvement of this 


periods per average 
group was approximately 15%. 

At the Illinois Institute of Tech- 
nology, some 700 persons ranging in 
age from 16 to 66 havé participated 
At the begin- 
training peried, the 


in reading courses. 
of the 


average reading rate was 198 werds 


ning 


per minute, and at the end of the 
20-hour course, the average rate had 
increased to about 388 words per 
minute. And one out of five from 
this group were reading at rates 
faster than 600 words per minute. 
Eight common faults of the slow 
reader are listed in an article, “The 
Problem of Reading Speed” by John 
F. Chapman from the Harvard Busi- 


ness Review. They are: (1) lip 
movement, (2) throat movement, 
(3) internal reading . . hearing the 


words in one’s mind, (4) werd-by- 
reading, (5) 
backward movement 


involuntary 
of the 
over previous words, called “regres- 
sion,” (6) poor vocabulary, (7) pas- 
with no attempt to 
develop an interest in the text, and 
(8) lack of ability to organize one’s 


word 
eyes 


sive reading 


thoughts as he reads. 

A good how-to-do-it article on 
increasing reading skills appeared 
under the title, “How to Read Faster 
and Better” in the October, 1951 
issue of Factory Management and 


Maintenance. » 





An “all paid” circulation can- 
not possibly cover ail important 
buying influences in the heating 
and ventilating Markets. 


'. » » largely because there are 
always some who are either too 
busy to respond to subscription 
efforts, or inaccessible to sub- 
scription salesmen. 

That's why 


HEATING AND 
VENTILATING 


has adopted the Pinpoint 
Circulation Technique —a 
flexible combination of both 
Paid and Controlled copies 


— whereby the impor- 
tant buying influ- 
ences are identified 
and pinpointed in 
the 106 large cen- 

ters of engineering and 
construction activity—then 
immediately covered by 
Controlled copies, if not 
already covered by Paid 
copies. This modern ap- 
proach to verified coverage 
assures all the advantages 
of top-quality circulation 
..carefully molded to fit 
the Markets... without 
waste...without costly 
omissions. 


How H&V’s Pinpoint Circulation 
Technique works in your favor is 
explained in our new market anal- 
ysis, “Pinpointed Buying Power”. 
Our representative will gladly 
show it to you at your convenience. 


An Industrial Press Publication 
148 Lafayette St., New York 13, N. Y. 


SO 
Large Building 
Market 


( Advertisement) 


How to Make Your Advertising 
More Effective 


Why is it that one advertisement can 
produce four times more inquiries than 
another in the same publication? In 
a study of advertising inquiries cover- 
ing eighteen issues of Heating & 
Plumbing Equipment News, we found 
that the top ten advertisements pulled 
and average of 187 inquiries each - 
four times more than the average of 
the remaining ads. The products ad- 
vertised were not unusual. Seven of 
the advertisements occupied only 1/9- 
page space. Yet these advertisers got 
four times more for their dollar than 
was considered par for the course. 


What gave these ads such a tremen- 
dous advantage? We checked and 
discovered that, in general, the ad- 
vertisements that pulled the highest 
number of inquiries fell into two 
categories: (1) those offering money 
saving or money-making ideas, and 
(2) those which showed how to solve 
a problem, or do a job better. 


Then we examined a series of ad 
vertisements run by one company, and 
again we found that there was a direct 
relationship between the type of appeal 
and the results. An advertisement 
that had no appeal to the reader's self. 
interest pulled 30 inquiries. Another 
with a headline, “Easy to Sell’ pro- 
duced 83 inquiries, and a third that 
emphasized profit possibilities resulted 
in 106 inquiries. 


There is a lesson here for all ad 
vertisers, not just those interested in 
the — served by Heating & Plumb- 
ing Equipment News. People read 
business papers to learn about new 
developments in their industry . . . to 
find out about new products . . . new 
ways of doing things that will save 
them time or money. The advertisers 
who give the reader the same kind of 
helpful information as he finds in 
the editorial pages are the Gnes who 
are getting maximum returns on their 
advertising investment. 


In covering the heme and small 
building market for heating, plumb- 
ing, air conditioning and related equip- 
ment, you can, therefore take two 
steps to make your advertising most 
effective. First — put factual, helpful 
information in your ads. Second - 
place your advertising in Heating & 
Plumbing Equipment News and reach 
over 35,000 contractors, dealers, whole 
salers and distributors an audience 
which has been proved by actual 
inquiries to be one of the most 


responsive buying groups in the field. 


ADVERTISING 
GETS UNUSUALLY HIGH 
READERSHIP 
IN 


HEATING & PLUMBING 


Eauomer” News 


— as proved by the amazing 
number of responses: over 
125,000 in twelye months! 





That's one reason 
why HPEN’s 
advertising 
volume, consist- 
ently on the 
increase, reached 
this all-time 
record in the 
September Issue. 
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Dont hide 
your ight 
Aokes j 


4 All business management magazines are 
2 


predicting a period of hard selling ahead. Inventories 


need, a Uiftl 


ane sales level, every source of orders is being studied 


are piling up. Competition is becoming kcenér. To hold a high 


That's why our récent survey will help you 

To answer your question: ‘Will our product literature in 
CHEMICAL MATERIALS CATALOG result in inquiries and orders ?”’ 

we queried CMC recipients. Two thousand questionnaires were returned 
from your customers and-prospects — men who ran the gamut of 

153 different titles. These 2,000: returns, from approximately ' of the 


total CMC recipients, revealed the following tigures, which are 


conclusive proof that-CMC users mean business 


References to product data in CMC 
No. of times District Representatives 
were called for further information 
Reports of inquiries sent to companies 
represented in CMC were indicated 
Orders placed or recommended 


CHEMICAL MATERIALS CATALOG PRODUCED ORDERS 
FOR EVERY COMPANY REPRESENTED WITHIN ITS PAGES 
31 companies received from 

29 companies received from 

21 companies received from 

8 companies received from 

25 companies received 

8 companies received 

2 companies received 


HIGH AVERAGE PER CMC COMPANY NOTED 

Average number of references to company data in CMC 
Average number of times that District 

Representatives (Sales Engineers) were called in 
Average number of inquiries received by 

companies represented in CMC 

Average number of orders placed or recommended 

for companies represented in CMC 


“2 


Figures based on 
2,000 returns. 
(fe of total CMC 
distribution) 


17,735 


3,268 


7,820 
9,230 


1-24 orders 
25-49 orders 
50-74 orders 
75-99 orders 

over 100 orders 
over 200 orders 
over 300 orders 


143 
18 
63 
74 


2,000 returns 
multiplied by 8 
to equal total 
CMC distribution 


141,880 


26,144 


62,560 
73,840 


8-192 orders 
200-392 orders 
400-592 orders 
600-792 orders 

800 orders 

1,600 orders 

2,400 orders 


1,144 
144 
504 
592 


THE 2,000 RETURNS INDICATED A HIGH RATIO OF ORDERS TO REFERENCES AS A RESULT OF CMC USE: 


10 companies in CMC received 8% — 29% of References turned into Orders 
61 companies in CMC received 30% — 49% of References turned into Orders 
28 companies in CMC received 50% — 59% of References turned into Orders 
16 companies in CMC received 60% — 69% of References turned into Orders 
6 companies in CMC received 70% — 79% of References turned into Orders 
2 companies in CMC received 80% — 90% of References turned into Orders 


1 company had a 91% conversion of References to Orders 


OF THE REFERENCES MADE TO CMC FOR PRODUCT 
INFORMATION RESULT IN ORDERS BEING PLACED 


<q° ahh @° 


CHEMICAL MATERIALS CATALOG 


Sells Chemicals and Raw Materials 


REINHOLD PUBLISHING CORPORATION + 330 West 42nd Street, New York 36, N.Y 


Chicago + Buffalo + Los Angeles + San Francisco » Seattle + Denver + Dallas 
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John F. Apsey, Jr.. man with a 
new kind of title and new kind 
of job, is meeting a challenge. . 
and he doesn’t expect his cur- 
rent work to bear fruit until 
January 1, 1955. 


Function: 


@ 1n Topay’s highly competitive 
market, with increased costs of sales 
and production, profit margins can 
no longer be entrusted to the simple 
technique of attempting to sell what 
has been produced. Production it- 
self must be keyed to established, 
analyzed and predetermined market 
needs. 

Recognizing this present day re- 
quirement in the complex field of 
industrial merchandising, Black & 
Decker Mfg. Co., Towson, Md., has 
established a new executive staff 
. that of marketing man- 
ager . . and has charged its incum- 
bent with multifold responsibilities 
relating to the coordination of pro- 
duction, advertising, 


position 


sales, sales 


promotion and merchandising, to 
market 
mand research, to distribution, to 


research and product de- 


cooperation with other trades and 
associations, and to product pack- 
aging. 

Into this sensitive post, this well- 
known manufacturer of portable 
electric tools has placed its former 
advertising manager, J. F. Apsey, 
Jr., who served the company in his 
previous position for 18 years, and 
who has been with the organization 
since 1927. 

“The need for this new kind of 
staff job,’ Mr. Apsey told rnpus- 
TRIAL MARKETING, “has come about 
result of the 
growth of our company within the 


as the tremendous 





coordination of ‘demand waves’ with ‘ supply waves’ 


span of a comparatively few years, 
and the 
both our line of products and our 
variety of markets. 

“In the past, it was possible for 
a few executives to keep in touch 


increased complexity of 


with situations in production, dis- 
tribution, and sales, and to make 
appropriate decisions. And with a 
simpler line, a more compact work- 
ing group, and less 
sources of materials and 


pressure on 
compo- 
nents, it was possible to implement 
those decisions in a much shorter 
span of time. 

“Today, with greatly 
volume, diversification of products, 


increased 


longer production cycles, increased 
personnel, and wider markets, there 
is not the opportunity for such inti- 
mate, detailed knowledge on the 
part of every member of the top 
management team. Some one per- 
son must be specifically assigned to 
the task of making such awareness 
his full-time responsibility. 

“It was from this point of view 


that Black & Decker developed the 


concept of the marketing manager.” 


Right Product, Right Time . . 
Essentially, the new position is a 
Through the 
marketing manger’s office, the com- 
pany will be kept in constant touch 
with important trends in consumer 


co-ordinating job 


preferences; facts on how many 


people are buying what products, 
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Industrial Marketing 


what Thus 
the company will be able to coordi- 


when, and at 


prices. 


nate its purchases of raw materials, 


production schedules, distributor 
and customer advertising programs, 
packaging requirements, and _ sales 
“demand- 


aid materials, to meet 


waves” with “supply-waves” . . ac- 
curately timed to channel the right 
merchandise to the consumer at the 
time he is in the market for it. 

The newly created marketing de- 
partment does not, of course, take 
over any of the functions of the 
production, sales, or advertising de- 
partments. Each of these remains 
responsible for its respective pri- 
mary task of turning out the prod- 
uct, selling it, and supporting its 
sale with advertising and sales pro- 
motion. But the marketing depart- 
ment undertakes to see that the 
plans and operations of these units 
mesh smoothly and harmoniously to 
establish an over-all merchandising 
program resulting in the highest 
possible volume of sales. 

Because the functions of the 
marketing manager are so closely 
with the ultimate sale 
of products, Mr. Apsey feels that 


an “advertising 


concerned 
manager with a 
broad understanding of marketing 
aspects” has the edge over other 
possible executive candidates as the 
logical choice to fill the marketing 
manager spot. 


He‘'ll Merchandise . . Since an 
important part of the newly estab- 
lished position will consist in work- 
ing with trade groups in related 
industries in order to develop and 
cultivate new markets, a knowledge 
of the appeal and techniques of tie- 


in merchandising is desirable, and 
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this is an ability which an experi- 
enced advertising man _ ordinarily 
cultivates as part of his occupa- 
tional history. Supervision of pack- 
aging, too, is an integral part of the 
marketing manager’s work, a field 
in which previous knowledge of de- 
sign, color, and copy appeal can 
prove extremely helpful. 

Patience, careful planning, and 
the ability to think in long-range 
terms are attributes needed by the 
individual who hopes to function 
as a successful marketing manager. 
Although Mr. Apsey’s appointment 
took effect last July 1, he believes 
that the first complete fruits of his 
planning and research will not make 
themselves apparent until January 
1, 1955. This situation comes about, 
of course, as a result of the neces- 
sity of closely tying in production 
methods and schedules to the deci- 
sions made on marketing needs. It 
is clear from this that the marketing 
manager must always be in position 
to estimate his sales picture many, 
many months in advance, in order 
that there might be adequate op- 
portunity for the procurement of 
materials and possible retooling of 
machinery that will guarantee suf- 
ficient time for production, pack- 
aging, distribution, and promotion 
of the preducts to be marketed ac- 
cording to his predictions. 


Gage the Demand... This means 
that the marketing manager must 
keep himself cognizant of far more 
than the immediate potential of his 
own company. He must make it his 
business to watch general economic 
trends, anticipate industrial product 
developments, and keep in the fore- 
front of new product development. 
Here the importance of close con- 
sumer contact is again emphasized, 
as an opportunity to gage the de- 
sires and demands that can profit- 
ably be translated into new product 
offerings. 

Integration of sales, advertising, 
merchandising, and production is 
the keynote to the marketing man- 
ager’s task. He must work closely 
with the sales division of his organ- 
ization in the development of ma- 
terial for sales meetings and train- 
ing programs, and in the production 
of adequate sales aids for distribu- 
tors and dealers. He must supervise 
the efforts of his advertising de- 


partment and agency in planning 
the campaigns that will promote 
the sale of his company’s products. 
He must work with his merchan- 
dising division in the development 
of supporting promotional ideas and 
tie-in arrangements with other 
manufacturers and with trade asso- 
ciations. He must work in close 
association with the production de- 
partment, to make sure that the 
products he believes can be sold 
are actually scheduled in proper 
quantities at the correct time. 
Black & Decker maintains sales 
and service branches in 32 major 
U. S. cities, as well as in Canada, 
England, Australia, Brazil, and 
Mexico. When service stations were 
first introduced, Mr. Apsey relates, 
there were some fears expressed 
that the implication that Black & 
Decker portable electric tools re- 
quired servicing would have a det- 
rimental effect on sales. But to- 
day, judicious use of advertising 
has converted the convenient avail- 


ability of these factory service 


branches into a positive sales point. 


Service Sells . . The volume of 
repair work done by these service 
stations is subject to fluctuations, 
and Black & Decker’s marketing 
department has tried a direct ad- 
vertising approach to level off these 
Using the in- 
creasingly popular summer “shut- 
down” of industrial plants as a 
theme, a series of ads invited cus- 
tomers to use the shutdown period 
for tool check-ups and _ repairs. 
These ads appeared in Factory 
Management & Maintenance, Indus- 
trial Distribution, Mill & Factory, 
Purchasing and The Saturday Eve- 
ning Post. 

The ads served also to enhance 
the company’s prestige by recalling 
to readers that “the nationwide net- 
work of B&D Service Branches is 
company-owned and operated, nat 
small repair shops ‘licensed’ by a 
They interpret our 


seasonal variations. 


manufacturer. 





Summer your slack season? 


A good time to get factory service 
for your Black & Decker Tools! 


() 





34 B40 Branches within 24 hours of any customer! 
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Scuttling Slack Seasons. . Early v 


er's new marketing department 


shutdowns 


summe 





Service Policy and Guarantee to 
your best interest. We operate them 
for your convenience and lifetime 
satisfaction with Black & Decker 
Tools!” 

It is all part of an over-all program 
adopted by a progressive industrial 
organization making a conscious ef- 
fort to gear its operations to the 
needs of present day marketing and 
merchandising. By naming to the 


important marketing manager post 
an erstwhile advertising manager 
and a former president of the Na- 
tional Industrial Advertisers Asso- 
ciation, Black & Decker has taken 
a long step forward in attacking the 
problems of industrial merchandis- 
ing, and in coordinating, through a 
centralized desk, the production, 
sales, and advertising activities of a 
modern industrial operation. 





Industrial ad agency sets up 


Bozell & Jacobs sees potential in nuclear energy 


® ATOMIC ENERGY 

nuclear fission. Use whatever 
term you will to discuss man’s in- 
cursion into the world of protons, 
neutrons and electrons, it is already 
showing healthy signs of becoming 
one of industry’s biggest projects. 

It is estimated that 1953 saw gross 
sales of at least $25,000,000 by 600 
private U. S. companies handling 
various atomic by-products, and 
that about 1,100 companies have 
been employing radioisotopes for 
such production controls as check- 
ing the level of molten metals, 
eliminating the build-up of hazard- 
ous static electric charges, keeping 
product thicknesses uniform, trac- 
ing minute quantities of various 
substances, polymerizing plastic res- 
ins, locating pipeline leaks, and 
many other purposes. 

American Exporter Industrial 
reports that at a press conference 
called by the Atomic Energy Com- 
mission some months ago, one of the 
reporters asked, “What is an iso- 
tope?” One of the commission’s ex- 
perts, says the magazine, thereupon 
launched into a detailed and lengthy 
explanation, making use of atomic 
numbers and weights, chemical 
characteristics of the various ele- 
ments, the periodic table, and other 
data understandable only to those 
with some scientific training. At the 
conclusion of this explanation, the 
reporter thanked the speaker for 


radioisotopes 


his thoroughness, said he had found 
the exposition interesting and en- 
tertaining, and requested that the 
speaker answer just one more small 
question in order to make every- 
thing thoroughly clear. The ques- 
tion: “What is an isotope?” 


Time to Teach . . It is precisely 


because of this lack of general 














understanding of fundamentals in 
a field which is having ever in- 
creasing significance in American 
industry and in the lives of all in- 
dividuals, and because of a desire to 
render a public service and to help 
its clients realize maximum benefits 
from developments in this wide new 
field, that Bozell & Jacobs, public 
relations and advertising agency, 
some time ago set up in its New 
York office a nuclear energy in- 
formation division regarded at 
the time, by some, as too visionary 

. which is believed to be the only 
one of its kind existing in the public 
relations and advertising field. 

As director of this key section, 
the agency has named Gordon R 
Molesworth, formerly assistant to 
the manager in charge of public re- 
lations of Oak Ridge operations for 
AEC, who was the originator of the 
American Museum of Atornic Ener- 
gy, the only museum devoted to an 
explanation of atomic energy for the 
general public. 

One of the agency’s chief accounts 
is the Electric Companies Public In- 
formation Program, sustained by 81 
electric power companies through- 
out the country, who feel that nu- 
clear energy information is needed 
for their customers, employes, and 
stockholders because the industry is 


HETALt~é‘ Y 
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“What department does he work in, Ma‘am?” 
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Future Power Plant. . Hex 
throughout the nation in near futur vutaway structur it it ¥ , 1 y in that ! 
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Atomic energy 
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directly involved in providing large 
blocks of electric power for the pro- 
duction of nuclear energy. In turn, 
the use of nuclear power in the 
generation of electricity is seen as 





one of the first major applications 
of the new energy in the industrial 
world. 

The agency is currently distribut- 
ing to the member-companies mak- 
ing up the program an Atomic En- 
ergy Information Kit, the contents 
of which have been cleared for 
public dissemination by AEC. The 
15 sections of the kit contain basic 
background information, speeches 
and booklets, a glossary of terms, 
material for exhibits, nuclear facts, 
history of developments in the field 
before and since Hiroshima, and a 
bibliography of books, films, and 
articles on the subject. It is the first 
such package prepared by and for 





the use of any industry. 


Not So Secret. . “The existence of 
this kit, with its great fund of public 
information about nuclear energy,” 
says Donald D. Hoover, head of 
eastern operations for Bozell & 
Jacobs, “will prove of tremendous 
influence in opening up discussion 
of this vital subject throughout the 
industrial world. Too many people 
still cling to the erroneous belief 

ane wnledathitin . Th ' that everything about atomic energy 
land is being measured. uct rfaces is secret. This restricts the inter- 





Atomic Cocktail . . Science can now Atomic Tracer . 
keep a close watch on what happens an inije 1dic« 


tient raises an ell 
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RADIOACTIVE COBALT - C060 
FOR RADIOGRAPHY TESTING 


RADIOACTIVE IODINE ~ 1-131 
FOR DETECTING LEAKS IN WATER LINES 
POUR RADIOACTIVE 


PHOTOGRAPHIC FILM 1ODINE INTO 
| WATER LINE 


RADIOACTIVITY MEASURED 
INDICATES LOCATION OF 
JODINE FORCED THRU PIPE 





FISSURE IN CAST 


| RADIOACTIVE SOURCE 
' VALVE BODY 


a 


DEVELOPED FILM 


T 
SHOWS DEFECTS COMCcRETE | 





GROUND 


ADVANTAGES: 


- VERSATILE AND RELIABLE INSPECTION 

- INSPECTION MADE WITHOUT DISMANTLING 

- SOURCES OF DESIRED SHAPE AND SIZE 

- VERY HIGH ACTIVITY SOURCES AVAILABLE AT LOW COST 


ADVANTAGES: 
|- WOT WECESSARY TO REMOVE FLOORS 
2- LESS COSTLY AND MORE CONVENIENT 
3- SHORT WALF-LIFE---NO RESIDUAL ACTIVITY 





F 
how 
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For Tracing . . ka 


helps find hidd 


goes to work for industry 


change of information that would 
lead to greater acceptance of the 
facts of atomic energy and conse- 
quently to wider industrial applica- 
tion. 

“This kit will help industrial lead- 
ers realize there is much that can 
be talked about, experimented with, 
and ultimately applied to the bene- 
fit of their own operations.” 

Identified with the agency’s ef- 
forts along these lines is the recent 
incorporation in New York State 
of Atomic Industrial Forum, Inc., an 
association of business men, engi- 
neers, scientists and educators, to 
foster the development of atomic 
energy for peaceful purposes. In- 
cluded on the forum’s board of di- 
rectors are representatives of such 
organizations as Babcock & Wilcox 
Co., Detroit Edison Co., B. F. Good- 
rich Co., Case Institute of Tech- 
nology, Purdue University, National 
Lead Co., General Electric Co., Dow 
Chemical Co., and many other U. S. 
industrial leaders. 

Top executives at Bozell & Jacobs 
are convinced that the increasing 
acceptance of the use of nuclear 
energy as a factor in American in- 
dustry must have its definite effect 
upon advertising and marketing, 
and that as an agency servicing 
their clients, it is their obligation 
to obtain and furnish as much in- 
formation as is available. 


For example, if your're still 
bothered by that simple question 
asked by the reporter at the press 
conference, the kit prepared for the 
Electric Public Infor- 
mation Program will explain to you 


Companies 


that a radioactive isotope is a form 
of a chemical element that sends 
forth radioactivity, but has exactly 
the same chemical qualities as any 
non-radioactive atom of the same 
element. Radioactive isotopes can 
be produced from just about any 
chemical element by subjecting the 
garden variety of the element to 
atomic bombardment. Since _ its 
chemical qualities do not change, it 
can be used wherever the original 
element have 
without having any effect on the 
particular but its 
activity permits the very smallest 


would been used 


process, radio- 
presence of it to be detected with 
use of the proper instruments. 

The information kit, prepared as a 
staff function over a period of about 
seven months, explains such things 
in what is described as “layman's 
language,” and points up many in- 
teresting and important facts, such 
as the existence of a supply of ura- 
nium estimated to be 23 times as 
great as the remaining resources of 
such fossil fuels as coal and oil. 


Atomic Energy Plant .. As the 
public relations arm for a large seg- 
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ment of the electric power industry, 
the agency was deeply interested in 
announcement of the government's 
decision to go ahead with construc- 
tion of its first full-scale atomic 
energy plant for peaceful use. The 
news was revealed by Thomas E. 
Murray, a member of AEC, on Oct. 


22 in an address to the electric com- 


panies’ group. The news has already 
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had a marked effect on concepts and 
projected thinking of America’s in- 
dustrial leaders. 

Newspapers from coast to coast 
“the 
opening of an important era in the 


hailed the announcement as 


story of power,” and called the new 
development “comparable to the 
uses of steam and 


New York 


first industrial 
Said the 
8 


electricity.” 





ise Kurou nine were 




















Cropping Doubles Readership . . Hewit!-i 


in ad Readex 


1ex 


mped to 30 in other ad, with phot roppeé 


we learned from Readex? 





18 studies show what makes a best-read ad 


By Howard G. Sawyer Vice-President * Ja 


® IT HAS BEEN SAID that a group of 
good hausfrauen, inhabiting a com- 
munity by the unlikely 
Mahtomedi, Minn., know more about 
what makes advertising successful 


name of 


than is known along Madison Ave- 
nue 

These women are engaged at the 
arithmetic employed in the render- 
ing of Readex Reports 





different kind of 
Like Starch, it 
counts noses, but it uses a different 


Readex is a 


readership service. 


and in some respects better 
method of finding the noses. Unlike 
Starch . 
. its reports do not take the trouble 


. and this is a disadvantage 


to reconcile cost factors. 
Here’s how it works; the follow- 
ing is quoted from the handbook 


Times: “Historians may well de- 
scribe the step as the true begin- 
ning of the atomic age.” 

Bozell & Jacobs, by establishing 
its nuclear energy information di- 
vision, is getting off to a fast start 
itself to 
velopments in this new field if and 


in preparing report de- 


when it affects the operations and 


products of the agency’s clients. 







entitled, “Know,” published by the 
committee on industrial advertising 
effectiveness of the National Indus- 
trial Advertisers Association: 

“For a Readex survey, the pub- 
lisher distributes approximately 1,- 
000 ‘kits,’ which include a copy of 
the most recent issue of the maga- 
zine, to typical readers. These are 
usually distributed by mail, but in 
certain cases may be delivered by 
special messenger. The subscriber 
is asked to go through the issue 
from front to back, and mark every 
item and advertisement that he re- 
members as being of interest to him 
when he first went through the is- 
sue. He then mails the marked-up 
magazine to Readex in a_ postage- 
paid envelope. Returns run between 
10% and 15% 


surveys. 


for business-paper 


“The Readex organization tabu- 
lates replies, and makes up a sum- 
mary of the ratings, grouping ads 
by class of product, and listing in- 
dividual advertisers in order of in- 
This tab- 


ulation shows for each advertise- 


terest within the group. 


ment the percent of readers who in- 
dicated that it had been of interest 
to them when they first read the 


book.” 


Six Helps from Readex . . The 
mail method of distribution . . as 
Starch 
has the 


contrasted with the per- 
sonal-interview method . 
following advantages: 

1. The surveyed readers 


truer cross section of the 


repre- 
sent a 
market geographically. (It is un- 
feasible for Starch to send _ inter- 
remote 


viewers into the more 


areas.) Experience has shown that 
the responses are as geographically 
representative as the list. 

2. The study is made by the same 
means of distribution as are made 























for the magazine itself. 

3. Every “interview” is the same. 

4. There is no risk of interviewer 
bias. 

5. Everything in the issue is sub- 
mitted to the respondent, not just 
100 or so selected ads, including 
editorial (the adman can learn from 
the editor’s experience, too). 

6. The interrogation has to be 
simple hence, the analysis is 
easier. 


Hard to Find Holes. . This theory 
apparently works out in practice, 
for a number of tests have been 
made of the method to see if it has 
any holes in it. Repeated ads tend 
to get uniform results. Split run 
tests don’t suggest error. Personal 
interviews with non-respondents . . 
done independently . . show no 
alarming discrepancy. 

There is one other advantage in 
the Readex system: the respondent 
is asked to note what interested 
him, not what he recalls having ob- 
served. (By the Starch method, a 
reader could be counted for having 
remembered a remarkably bad ad.) 

On the other hand, you don't get 
as much information as Starch pro- 
vides. Only by careful analysis of 
a great number of returns can you 
discover generalities about the rela- 
tive effectiveness of various visual 
and reading elements. 

But there’s still another conven- 
ience in the Readex method. If you 
take the trouble to key the test 
copies, then you can identify each 
copy returned with its reader-re- 
spondent, making it possible to ob- 
serve what kinds of ads are noted 
by what kinds of people. 

From studying some such returns 
with Gene Weyeneth, advertising 
sales manager of Construction 
Methods (at the moment the only 
prominent business paper among 
Readex customers), this fact be- 
comes apparent: 

Readers are interested in what 
should interest them. 


They'll Even Read Bad Ads. . 
Any one reader will tend to con- 
centrate on certain categories of ad- 
vertised products. If it’s applicable 
to his business, he'll read an ad 
about it 
ad, if its subject matter is important 


He may even read a bad 


to him. 





Now whether or not what's im- 
portant to him varies from month to 
month .. we can’t tell yet from the 
studies. Does the contractor who 
reported reading nearly every ad on 
wire rope in one issue do the same 
with every issue? Probably not. . 
probably he had a wire rope prob- 
lem, and he went shopping through 
that one issue. Still, it stands to 
reason there would be certain prod- 
ucts he’d always be interested in. 

Which suggests the possibility 
that an advertiser would do well to 
identify his product for the reader's 
first glance. Sometimes the picture 
does this . . but not always. If not, 
then the headline should. 

Objection to this might be raised 
by the advertiser of a product be- 
lieved to have less basic interest 
than others. Lubrication ads, for 
example, are known to score poorly 
as a class in Starch Reports, indi- 
cating that the subject of lubrication 
may be of less concern to the gen- 
eral run of reader, thus suggesting 
that the poor performance is not al- 
together the fault of the advertise- 
ments. Therefore, the strategy might 
be to veil the nature of the message 
and use technique to capture inter- 


est. 


Can Ads Match Editorial? . . 
Rebutting that, let me say that lu- 
brication is not a topic of low inter- 
est when treated by the editor 
Proof that lubrication advertising, 
if properly handled, can have a high 
interest factor is shown in the ex- 
perience of Cities Service, which, by 
application of copy research find- 
ings, raised its Readex scores con- 
siderably . . in so doing, casting 
doubt on the claim that people just 
won't read lubrication advertising. 

Anyway, regardless of whether 
the reading an ad gets is due to the 
product’s permanent importance in 
the reader’s business or to a tem- 
porary need for it .. it appears cer- 
tain that that interest should be 
capitalized upon by promptly iden- 
tifying the product at the start of 
the ad. 

A corollary conclusion might be 
that if a reader reads mostly what 
interests him, then a burden is 
placed upon the advertiser of a 
product having specialized interest 
or a product that is so new (or its 
application so new) the reader 





doesn't realize he should be inter- 
ested in it. 

That's probably true, but in either 
case it can only do good to follow 
the same advice and stress the 
product's application at the outset. 

Many, many ads do not do this, 
and .. as Readex points out 
they suffer for it. 


Why Bother with Methods? . . 
Now, then, if it is as “automatic” as 
the foregoing may appear . . that is, 
when your product is of the type 
that should interest the reader, 
you're practically assured of the in- 
terest .. why bother with technique 
at all? Why not say, “Wire Rope,” 
and then go into a factual report on 
product characteristics? 

The answer is that while ads of a 
product class tend to be read as a 
group, there’s still a considerable 
difference in the amounts of atten- 
tion accorded different ads. Hence: 
what a shame if your reader was in 
the market for wire rope, but your 
ad either failed to identify itself 
quickly enough as a message about 
wire rope, or failed to hold his no- 
tice because of any number of fac- 
tors. 

It is through the study of what 
factors exist in the best read ads 
and what factors are lacking in the 
least read ads that creative people 
can learn from Readex 

What has been learned from 
Readex . . specifically the 18 reports 
on Construction Methods? 


Four things to Learn . . Four 
things, principally .. from observa- 
tions that can be made, time and 
again, from studying Readex re- 
ports 

(At the moment, they apply only 
to advertising in Construction 
Methods, but similar findings have 
come up from studies of advertising 
in consumer magazines and news- 
papers. ) 

1. Show what the product does 

in action, on the job 

2. Be sure pictures and headlines 
describe activity relevant to the 
reader’s interest (in the case of 
Methods, the con- 


struction business) 


Construction 


3. Use pictures which show 
clearly what is going on 
4. Use more size to tell a more 


complete story 
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LeTourneavu pictures of the month (cond)... 





nd ad «: 





Passive vs. Active . . Firs! 











Readership Jackpot. . Pari of { 


i Iippucahons 


1. Show what the product does. 


what the product does, 
the 
product 


That is: 
not 
what the 
what it is. 

Look at the two Blaw-Knox ads. 
They scored 6 and 23. The ketter 
ad shows the line of products in 
their doing 
something. 

The the 
Hetherington and Berner ad might 
be standing still; it shows what the 
product is, but not what it is doing. 
The ad scored 8. In the other ad, 
you see less of the product, but 


what company does 


does, not just 


normal environment, 


paver shown in first 


more of what’s happening. It scored 
23 (in spite of a less inspiring head- 
line). 

This going 
on” can be rather subtle. The pic- 
ture in the Porter-Cable ad 


tells what the product is and is do- 


point about “what's 


first 


ing, all right, but the picture in the 


second ad covers the entire con- 


struction scene, rather than just a 


close-up of the operation. Scores: 
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ir-page < 


Outl 
15 and 31. 

So backgrounds 
Readex experience warns us never 
to touch out the background. The 
photo in International Harvester’s 
“Puts a River in its Place” is cer- 
tainly dramatic, but it doesn’t show 
the river (or any environment) and 
the reader can’t tell what’s happen- 
ing; it scored only 23, while the oth- 
er ad with the full view picture, in- 
the back- 


ground, got a nice 44. 


are important. 


cluding all authentic 


2. Be sure that pictures 
and heads describe activity 
that interests the reader 

There’s action in the Caterpillar 
ad, “Washington Calling,” but not 
the right kind; the ad scored only 
17. The second Caterpillar ad, with 
smaller illustrations and much long- 
er copy, scored 47 . . unquestionably 
because both headline and picture 
the 
importance to his business. 


promise reader a message of 
The same scene is shown in both 


Hewitt-Robins ads. Unfortunately, 


ine Photo H 


Iry wets reau 


earned astronomical Readex . vz mentary 


urts Ad 


Fou Internationa! crawlers help busd 
wall Co save Lown ond mines from (hue floods 


INTERNATIONAL 


| 


POWER THAT Pars 


readershiy 
without movies, it’s difficult to sug- 
gest the movement of stone on that 
belt; but the first ad has the addi- 
tional handicap of having the con- 
veyor belt “lost” in the scenery and 
a headline that gives no clue to the 
topic. Different 
photo in the second ad focuses the 
eye on the belt, and the headline 
suggests action in terms close to the 
reader’s heart. The first ad rated 
13, the second 30 (See cut, p. 60). 
Hartford Fire Insurance Co. uses 
a rather abstract picture and a lofty 
Then they 
-ona 


cropping of the 


headline and gets a 5. 
show an accident happening . 
construction job . . and the reading 
soars to 38 (See cut at right). 

Nearly seven times as many men 
were interested in Bethlehem’s 
news report about “Two Mountains 
Tunnelled in Record Time” as were 
interested in the “addy” ad, “What's 
the Best Buy in Wire Rope?” 


3. Show clearly 
what is going on 


These Readex Reports certainly 














Doing, Not Being e e oimilar H 


Ad at right show 


Ae mene tone omer: 
aaa v 


se me tee BALANCE 
mau 


PORTER CABLE MACHINE CO. 








"We Take All Th 


Ome man sod tis Big Rod 10-24 nendie 


hardest seseqnments 


yw 


Full View Helps . . int 


I spreaa 


jI 


demonstrate the big load an ad’s 
illustration has to carry. 

The first 
“addy” ad; its 8 compares with the 
49 scored by the second Gradall ad 
which really shows what’s going on. 

The first Moretrench ad (6) per- 
mits the letter to steal from the 
The reader can’t see what 


Gradall ad is another 


photo. 


HARTFORD d. 


Hartford a 


Action, More Space . . Of two Hartf 


: : = 
action scored 38, the other, 5. Of two 


Bethlehem ads 


fer western comtrectey 


" tH TERNATIONAL 
*; HAT PAYS 





CATERPILLAR 


The Billion-dollar Giant 
at Savannah River 





Action .. wrong kind. . 


(riaht) wa a 


The 


second one (36) shows the hole, the 


the photo is trying to show. 


depth at which the job is being 
done, and the man actually doing 
the work. 

Movie shots are normally sure- 
fire, but those in the first Atlas ad 
didn’t have a chance because the 
layout man chose to spread so many 


The oth- 
er Atlas ad, the photo-caption style, 


over so much of the page 


did four tirnes as well 
4. Use more size 
to tell a more complete story 


David White’s one-column ad ran 
When 


the very same ad was made into a 


three times, averaging 13. 


i Ab 


Two mountains tunnelied in record time 


WELLPOINT wo 


OCT HL EwEm BOLLOW Bait STaEL 


ord ads, one showing 


newsy ad 





The Gredel! 
works easily 
in mony @ 


tight sper! 


Gredett 
oretet-tes eetvewsene ORS 
nse cate 


te cowtretied dows prevvare Sint 


Arty vs. Realistic . . First Gradall ad is arty, addy; scored 8 Steal .. In first M 


oe nd showed actual i re ¢ nd 


») 





1¢ 


retrench ad, letter steals from phot 


Too Many Shots Movie shots (i are good but t Where, How, What. . 


frey Tene ¥ 


many here Ad, righ 


@ minimum eriare 
1058 208 PROBLEMS 





MOEMRING := 


eaten Semen 6 


Don't . . This 


picture : rea ¢ 


two-column size, allowing for big- Objection might be raised at this 
ger illustrations and more legible point to the effect that Blaw-Knox 
copy, the score rose to 29. is getting fewer readers per dollar 
Six Griffin ads, one-sixth of a when it doubles size without dou- 
page, averaged 2. Full columns bling score. True, yet the feeling 
permitted telling a better story, persists that when you select a mag- 
earned a 6-time average of 12. azine for purposes of communication, 
Jaeger got nearly four times as you're picking a medium that’s less 
many readers for a spread as for expensive than others; therefore, 
a two-column ad. you ought to try to communicate . 
And the Blaw-Knox ad men- at the low cost . . with as many 
tioned at the outset leaped from 23 readers as possible. If . . on top of 
to 37 when the message was given using better pictures and_ better 
a spread to work in. headlines . . you can attract even 
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0 alt the fects on 


EARING WORK CAPACITY” 


more readers by means of bigger 
space, you shouldn’t worry too 
much about readers-per-dollar. 
They're a bargain anyway. 


Do Best-Read Ads Sell? . . One 
more question remains to be asked 
of Readex: Does a high Readex 
score indicate a better selling ad? 

That’s the stopper, of course, in 
any discussion of readership sur- 
veys . . particularly in industry, 
where response to ads is not ex- 
pected to be measurable. 


ntinued 
ninuea 





sell the 1954 

Marine Market by using the 
Industry Leadership 

oe 


, 


New Booklet 

In going after greater marine sales in 1954, you can Outlines Marine Market 
give your products the benefit of the paid subscription slabs 
coverage, industry recognition and editorial authority new 32-page booklet,“Selling 
which only Marine Engineering provides for adver- the 1954 Marine Market,” 


ee eet Ta ; outlines the wide range of 
tisers in the marine industry. shaving actin: sdanilien 
the main areas where marine 
sales are made, and gives 
detailed statistics of current 
shipbuilding and ship 
The largest total paid audited circulation . . . up 32% pe eer ene ten 
since June 1952. ship construction by yards 
F ? P p and types of vessels. Also 
Nearly twice as much paid circulation among naval included are current facts 
architects and marine engineers as the second marine regarding MARINE 


iSivasl ENGINEERING and the 
pubiicauion. 1954 MARINE CATALOG AND 


60% leadership in coverage of chief engineers aboard presi pi sere 
ship. and mechanical require- 

a Ad = ments. A copy is yours 
Largest percentage of subscription renewals — 66%. for the asking. 


Marine Engineering offers you . . . 


The greatest total gross distribution in its field 


Greatest advertising volume . . . 48.8% more pages in 
the first 11 months of 1953 than the second marine 


paper. 
1954 

MARINE 
MARKET 


marine 
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Millions of snowflakes — 
but only one exactly like this. 


Many magazines serve the hard goods industries, 
but only one— Materials & Methods — 

is edited only for the men who select and specify 
engineering materials, parts and finishes. 


There’s 


M&M's exclusive editorial content 

attracts as paid subscribers just those men 
i from the engineering, design, production, 

on y metallurgical, and engineering 

management title-groups to whom materials 

problems are of vital importance. 


one ! 
 Sahadewiaiats | 2 No need to pay for waste circulation 
a by covering, separately, entire title-groups 
when you obtain such highly 
selective coverage of your real prospects 
with Materials & Methods. 


Send for the new 1954 M&M Data Book, 
or phone your M&M representative today. 


Materials « Methods 


f 
lin Spigpntering ia Flo tagu. + Mhanufahire 
/ ¢ t 


A REINHOLD PUBLICATION @ 330 
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What have we learned from Readex . . besins on p. 60 Of course, some in the latter 
group were doing all right in the 









But in this case, a means does Thus . . an improvement, by those first place, so they may not have 
exist for searching out a_ possible who tried to improve, of almost needed the help Readex furnishes 
correlation between Readex scores 100%. ia Me “ ning, thou, ¢ ; lis 
s heartening, though, to realize " 
and sales. —— é . 
The second table (Fig. 2) deals that advertisers who did need help 






H. W. Buhrow, manager of the 






with advertisers which made no and did take the help, benefited to 
change in copy style the extent that the figures show. 8 






industrial and business book de- 
partment of McGraw-Hill, reports: 

































“After looking at the McGraw-Hill : 
Book Co. ads and comparing them Fig. 1 
with keyed coupon returns from ; 
these ads, I am happy to tell you Advertiser Ist issue Size Score Latest Size Score 
that the high rated ads produce A A 2/3 5 fan. 264 2/3) 24 
more inquiries and sales than the B : 9 r 35 
lower rated ones.” Cc 16 1p2 15 
In fact, latest analysis of returns D 5 is 
shows that the three top-scoring ads E ; " 
sold greater than the average num- = 
ber of books; the three lowest- : " " 
scoring ads sold less than the aver- S 19 we 31 
age number of books. H 17 epac 27 
Further study of Readex will un- I 17 2p2 28 
doubtedly give new pointers for J ll 2 "48 
copy research . . or confirm old 
principles. 12 Averag 22 
Look at the new Le Tourneau 
campaign (ad shown scored 72!); 2 
; Fig. 2 
that’s a product of copy research, 
including Readex. Cities Service Advertiser Ist issue Size Score Latest Size Score 
boosted its scores by application of x 95 megan “ 
copy research findings. The Koeh- 
ring ad left, with type plastered all - ” { 
over the picture, got only a 6; the “ 33 23 
other Koehring ad, with type on N 16 Dec. ‘9 18 
white space, got a 21. ° 19 Jan. ‘53 22 
The interesting thing to me is that p ll 6 : 
while professional advertising peo- Q 16 15 
ple continue to play around with R 25 18 
claims, generalities, abstractions, S 28 " 20 






hyperbole, analogy, superlatives, 
and advertising gadgetry in general, Average 23 Averaa 20 
some housewives up in Mahtomedi, 
Minn., have become so familiar with 

















what does and doesn’t do well by 
Readex that they can spot a turkey 






at first glance. 






They Hike Readership . . Other 
confirmation of the utility of Readex 
reports in helping advertisers to im- 












prove performance is the following 






record comparing the improvement 













made by advertisers who used the 
Readex findings compared with the 
performance of those who haven't 







capitalized upon experience. 

The first table (Fig. 1) deals with 
advertisers who did change their ap- 
proach as the result of Readex. The 
dates refer to the company’s first ad 
in a Readexed issue and also to its “Now let's talk about something 


















H+ een 
‘ee 
tte, 













most recent ad. ridiculous . . how about a raise?” 
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Again. . . Western Union 


verifies Blue Book's circula- Pe you can be sure 


tion. . . the largest verifica- 
tion program of its kind. 


1,140 WU offices were used of BLUE BOOK’s readers cee 


to reach Blue Book’s list of 
plants in 3,088 cities and 


towns in the U. S. Typical H i | t 
ova Gaius br: wanes every copy directed to your logical prospects 


Union shown below. 
What does all this mean to you as an advertiser? IT MEANS 


MORE SALES. Now, more than ever, YOU CAN BE SURE 
of the readers of Machine and Tool Blue Book. With every 





copy directed to the right man ... the man who influences 
or does the actual buying .. . every issue of the BLUE BOOK 
reaches a logical prospect for your procuct or service. A com- 
bination of the right editorial formula . . . directed to the right 
audience ... and getting high readership .. . presents an un- 
beatable combination adding up to greater SALES for you. 
Include the BLUE BOOK in your 1954 sales program. 


NEW 24-page Data File based on NIAA Outline 


Just revised . . . market figures, government statistics and publication 
data. Valuable information to help you determine the sales poten- 
tials for your products in the metalworking industry Write for Copy! 


MackineardToo! BLUE BOOh 


HITCHCOCK PUBLISHING CO. © WHEATON, ILLINOIS 





romotion 


when 


Shoot . . 


attached ft 


looks 


nventional 


like this 


camera 


Lens 


comment on catalogs 


exhibits / motion pictures 





WIDE SCREEN 
ATTACHMENT 


“x 





New Sales Tool. . 


effect when attached 


Now it's ‘CinemaScope’ 
for your industrial movies 


® HOW WOULD you like to pack the 
same kind of wallop into a _ sales 
training film or industrial movie as 
20th Century Fox does into “The 
Robe” with CinemaScope? 

A wide screen system with stere- 
ophonic sound for 16mm film that 
Bell & 
that 


has been 


Howell, Chicago, 


developed by 
now makes 
possible 

The system includes an anamor- 
phic or “squeeze” lens attachment 
that is 
camera with an adapter. 
used with 


conventional 
The same 
attachment is the 
jector for showing the film. 
The newly developed system pro- 
jects a picture of normal brilliance 
and fills a curved screen 2.5 times 
A sense of 


attached to a 


pro- 


as wide as it is high. 
depth and participation is brought 
into play because the expanse of 
the screen covers more nearly the 
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normal field of vision of the human 
eye. It brings in the peripheral as 
well as the “straight ahead” vision 
of the viewer. 

Stereophonic sound heightens the 
illusion since it emanates from the 
part of the screen where the action 
takes place. The lens attachment is 
used for both shooting and project- 
ing the movies 

According to Bell & Howell, the 
new system will make existing mo- 
tion picture equipment obsolete. 


Donnelley buys 275,000 stamps 
for promotion stunt 

“Gladys, dash over to the post of- 
fice and get $8,250 worth of 3-cent 
stamps, will you?” 

Conceivably a Reuben H. Donnel- 


ley Corporation promotion might 


NY 


SZ 


ideas 


booklets / direct mail 


slide films / sales helps 


PROJECTION 
LENS 


FILM 


\ ‘ie 


DIAGRAM of WIDE 
SCREEN PROJECTION 
ELEMENTS 


tachment gets ‘CinemaScope’ 


\Stereopnonic) sound 


have started that way. Actually, 
the Los Angeles office of the Chi- 
cago company made arrangements 
for the purchase and presented the 
post office with a check. 

The Oc- 
tober to commemorate the 50th an- 
niversary of the nation’s trucking 
industry . . at the 
American Trucking Association was 
holding its Los Angeles convention. 


stamps were issued in 


same time the 


Trucking bigwigs who were at 
the convention received mail pieces 
bearing the issue 
stamps addressed to them at their 
hotel Other mailings by 
Donnelley were for B. F. Goodrich 
Co., Firestone Tire & Rubber Co., 
and Diamond T Motor Co. 

Donnelley faced two minor prob- 
its promotion. Collectors’ 
commemorative 


commemoration 


rooms. 


lems in 
items such as the 
stamps have maximum value only if 
they are cancelled on the date of 
issue and if each stamp is placed 
exactly one-eighth of an inch from 
both and right edges of the 


envelope. 


top 
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For '54 the AUTOMOTIVE INDUSTRIES 
36th Annual Statistical Issue will SET A NEW HIGH 


2in purchasing power coverage 


\ 
zoth Annee Ye 


\sTICA 
STAT 


Publi she 


54 


A new high in advertising value will be achieved 
as the powerful 36th Annual Statistical Issue of 
AUTOMOTIVE INDUSTRIES comes off the 
presses March 15th, 1954. 


With coverage at an all-time high, it will bring 
to its 16,500 subseribers in over 3,500 automotive 
and aviation manufacturing companies, the most 
complete statistics, specifications and an abun- 
dance of other vital data ever assembled in one 


issue. 


THE ONLY REFERENCE ISSUE 

OF ITS KIND 

This popular “handbook” is carefully and ac- 
curately compiled ... the data sectionalized into 
four basic divisions for quick, easy reference. 
First compiled in 1919, the Statistical Issue is ac- 
claimed as the ONE and ONLY source of data 
for automotive and aviation design, engineering, 
production and administrative executives who 
want authoritative production and registration 
statistics; specs on cars, trucks, buses, trailers, 
aircraft, engines; and other useful data. 


AUTOMOTIVE 


Chestnut & 56th Sts. 


L \ 
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M _IN ADVERTISING EFFECTIVENESS 


THE KEY TO A $26.6 BILLION 
INDUSTRIAL MARKET 

The vast $26.6 billion automotive and aviation 
manufacturing field is America’s largest indus- 
trial market. In addition to the vast quantities of 
parts and accessories it buys, it also consumes 
more steel... more machine tools and plant equip- 
ment... more basic materials and supplies than 
any other industry. Yes ... here’s your No. 1 
market. 


YOUR NO. 1 ADVERTISING BUY 

Your advertising in the 36th Annual Statistical 
Issue presents its sales message throughout the 
year to the buying power of America’s largest 
industrial market. Why? Because 97% of sub- 
scribers keep this fact-packed issue for finger-tip 
reference the year ’round. And... you get all 
this additional impact at no increase in advertis- 
ing rates. 


Make your space reservation NOW. Closing 
dates for complete plates—February 25th. For 
the four special sections—February 11th. Ten 
days earlier for composition and proofs. 


INDUSTRIES 


Philadelphia 39, Pa. 


A CHILTON Publication 


THE NEWS MAGAZINE OF AUTOMOTIVE & AVIATION MANUFACTURING 
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HOW TO GET PEOPLE 


\ Vic HAVE NO ILLUSIONS about why we 


are in business. We don’t write advertise- 








ments for the sake of writing adver- 





tisements and we don’t write them to win 






prizes (although we've won a good many) 





we write them to sell our clients’ 






pre ducts. 







What do we have to know about a 


product to sell it or to advertise it? 






Answer: as much as we can possibly 





find out. 








The tradition and techniques and poli- 





cies that go into the product. The size, 





location and nature of the markets (the 






people who buy and where they are). How 






the product is distributed, packaged and 






priced. We have to know the who-what- 






where of the competition. And how the 






product has been advertised in the past. 






We simply feel that we owe it to our 





clients to know where we (and they) are 






going. Basically, this is a marketing job, 






and we are a marketing-minded agency.* 






The printed ad—the striking illustra- 





tion and informative copy—is only the 






end product of a lot of factual, exhaustive 






market knowledge with a creative handle 






on it. If it were anything else, then we 






would be writing ads for the sake of writ- 






ing them. 






Our ads are prepared to get people to do 





something. To get them to buy a product. 





You have seen ads, and so have we, that 





were attractive, clever, highly original. 
But they didn't do anything. People read 
them but didn’t react. Nobody said, “I'd 


like to do business with a company like 








that” nor, “I'll find out where I can buy 
that product.” All they said was, “That's 
a pretty clever ad” and then turned the 






page and forgot about it. 
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reasons: Putting a premium on cleverness 
for the sake of being clever; writing copy 
that just does not inform; or putting the 
ad where the wrong people see it and the 
right people don’t. 


Here’s what this means to us: There is 
only one businesslike way to produce ad- 
vertising. We want to know all the reasons 
why people should buy your product. We 
will find out who your most likely cus- 
tomer is, and why. We will learn what he 
wants to know about your product. When 
we have all that information, and not be- 
fore, then we'll prepare an ad or a catalog 
or direct mail campaign that tells your 
prospect what he wants to know, and 
we'll put it where he will be sure to see it 
in a form that he will be sure to read. 


The best advertising does more than 
just persuade—it convinces. It con- 
vinces a customer that it is to his own 
best interest to do business with you. This 
kind of advertising plants the conviction 
in his mind that he will always get satis- 
faction from any product he buys from 
you. An ad that plants conviction is an 
ad that lasts: conviction is a highly dur- 
able article, whereas persuasion often 


wears out fast. 


This explains our belief that the best 
advertising is done by an agency which 
understands the management philosophy 
of the client. Most of our key men were 
clients and were management before they 
were an advertising agency. They are men 
who bought goods, who made company 
policies, and who have a flair and proven 
ability to sell goods. But even more than 
that, they have the understanding essen- 
tial to translating Philosophy into Con- 
viction——vour business philosophy into 








Now that could happen for a lot of 





your customer’s conviction that he should 


buy from you. 


This agency (which after all is these 
men collectively) produces the kind of 
service our clients want. Fourteen of our 
clients have been with us for more than 
10 years, three of them for over 20 years. 
Just about the lowest account turnover 
in the advertising business—the best vote 
of confidence an agency can earn. We 
think it proves what we started out to 
say: We produce advertising and _ sales 
promotion that sells our clients’ products. 
That's why we are in business. 


~ 


We are so convinced of the importance of 
market and sales research, that we have an 
affiliate company, Marsteller Research, 
Ine., wht h does nothing elve. Questions con- 
cerning markets (potential, location, distre- 
button, etc.) and sales (techniques, personnel, 
ele.) are often so complex as to require FULL 
LTMK attention and study. Marsteller 
Research, Ine. ts staffed by experienced 
markel and sales analysts. 


awteller 
ebhavdt 


and 
ed , Inc. 


ADVERTISING 


CHICAGO PITTSBURGH 
NEW YORK 


Serving 70 clients in the fields of durable goods and services 
for industry, farm and home 
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The first problem was solved by 
purchasing the stamps as soon as 
the post office had opened at 8 a.m., 
thus making it possible to get them 
on the envelopes the same day. 
As for stamping the envelopes 
Donnelley assigned 100 employes to 
that job. 


Six-page folder merchandises 
Signode ads, helps salesmen 


Signode Steel Strapping Co., Chi- 
cago, uses a six-page accordion-fold 
folder to merchandise its advertis- 
ing. 

The folder provides Signode 
salesmen with a merchandising tool 
that helps them make a complete 
presentation of their product, re- 
calls the original advertising to the 
prospect, and compresses in a small 
space six basic product features. 

The 814” x 11” folder was one re- 
sult of a survey conducted by Sig- 
node, which showed that customers 
wanted more information on pallets, 
unit bundling, skids and materials 
handling. 

First step in the program was the 
coining of a new word .. “unitizing” 

. to describe the many methods of 
materials handling and unit bun- 
dling by steel strapping techniques. 

Then an advertising campaign for 
business publications was prepared. 


The campaign was built around 


Beir 
wn 
ball 
- 
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six simple on-the-job 
of “unitizing” with Signode steel 
strapping. 

The folder that merchandised the 
advertising contained the six ads on 
one side of the six pages and four 
illustrations of strapping tools and 
machines, an explanation of “unit- 
izing,” and the cover on the reverse 
side of the six pages. 

The complete campaign was pre- 
pared by James R. Williams, sales 
promotion and advertising director, 
and the company’s agency, the 


Buchen Co., Chicago. 


Simple ‘visit-by-proxy’ book 
tells Myers Co. story 


A “visit by proxy” is what F. E. 
Myers & Bro. Co., Ashland, O., calls 
its 12-page booklet telling about the 
company and what it makes. 

Entitled “This is Myers,” the 9” 
x 12” booklet relies on pictures and 
short captions to describe in this 
order the company, its people (em- 
ployes and owners), the community, 
its products and the plant. 

A final page headlined, “Interest- 
ing Facts,” features such things as 
Myers’ 15 acres of floor space, 95,000 
square feet of windows and_ its 
13,000,000 gallons of water pumped 
every day. The company makes 
farm equipment 


sovEY, 0110... home of world'famous M 
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Three-Way Push. . Produ 
sign going up at rear of Sidr 
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Brief .. Briefcase is 


Economical mail piece gets 
results and wins award 

A direct mail piece that offers 
technical literature to non-ferrous 
foundries is getting results for 
Federated Metals Div., American 
Smelting & Refining Co., New York. 

The mail piece is a 334 x 834” 
folder with a rectangular die-cut 
on the front cover that allows a 
folded briefcase insert on page three 
to show through. 

The authentic-looking 
insert is removable and opens four 
times with teaser copy at each of 
the four folds. Opened, it is 812” x 
11” and carries the message and a 
list of the technical literature avail- 


briefcase 


able. 

The mai! piece, designed by John 
Mather Lupton Co., New York, won 
the gold award in the direct mail 
category of the Affiliated Adver- 
tising Agencies Network’s annual 
awards contest. a 





how to 
measure 
visibility... 


irdiitas 


The Petroleum Engineer publishes these 
four separate editions to permit each 
operating man to select his preference. 
This places your ad before your buyer in 
an edition of 100% interest. It is an edi- 
tion that is (1) compact .. .(2) weeded of 
extraneous editorial and advertising matter 
... (3) published at a monthly interval that 
allows careful and thorough reading. This 
means extra visibility . . . extra readership 
. .. extra salesmanship for your ad. And PE 
gives you an extra bonus of economy through 
beneficial break-down rates. Here’s how PE’s 
plan works for you. 


FOR SPECIALIZED COVERAGE: 


/ For Specialized Coverage: If your products or services 





are sold in just one division of the petroleum industry, 
buy space in one of these three specialized editions: 
Drilling and Production Edition or Refining and Petro- 
chemical Edition or Oil and Gas Pipelining Edition. 
Now, in addition, and at no extra cost, your advertise- 
ment placed in any one of these Specialized Editions 
is also distributed to an all-important segment of addi- 
tional subscribers by the Combined Edition. This 
edition is simply a composite of the three specialized 
editions, subscribed to by all those operating men 
who prefer editorial coverage of the entire industry. 


This means that a drilling-producing ad goes in two 
editions to 14,792 ABC subscribers; a refining-petro- 
chemical ad goes in two editions to 7,850 ABC sub- 
scribers; an oil and gas pipeline ad goes in two editions 
to- 7,045 ABC subscribers. You pay only for the cover- 
age you want. You reach both the Specialized and Com- 
bined interest reader in the edition of his preference. 


FOR ALL-INDUSTRY COVERAGE: 


For ALL-Industry Coverage: Each of PE’s three 
Specialized Editions .. . and PE’s Combined Edition 

. contains a General Section of editorial interest 
to all petroleum readers. If your product or service 
demands all-industry coverage, you buy space in this 
General Section. This means your all-industry ad goes 
in all four separate PE editions . . . to 22,131 ABC 
subscribers at a modest “across the board” rate. All 
four editions are published monthly .. . released 
simultaneously . .. with only one plate required. 





We will be happy to send you additional information 
on request. Write today for booklet “BETTER 
COVERAGE”, Box 1589, Dallas, Texas. 


P. O. BOX 1589 DALLAS, TEXAS 
PASADENA, CALIFORNIA: Richard P. McKey, 465 E. Union 
St., RYan 1-8779, New york: Joe B. Woods, 52 Vanderbilt 
Ave., MUrray Hill 4-1880, cuicaco: E. V. Perkins, 53 
W. Jackson Bivd., HArrison 7-6883, pattas: Abbott 
Sparks, Irwin-Keasler Bldg., STerling 4403 
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One of the most important assignments you can give 
your advertising to the metalworking industries is that 
of influencing the key engineering and manufacturing 
executives who are “out” to your salesmen, but who 
have the power to say “thumbs up” or “thumbs down” 
when the purchase of your product is discussed. 


By combining 80% paid circulation with 20% Directed 
Distribution, MACHINERY concentrates its circula- 
tion among these inaccessible, but mighty important 


S E l l TH E MM E N : executives, who often cannot be reached in any other 


way. Your advertising in MACHINERY reaches the 


W | TH V E T0 p 0 W E FE s # «men who make the buying decisions... in the plants 


that are doing the bulk of today’s buying of metal- 
working machines, tools, materials, unit parts and 
equipment. 


PUBLISHED BY THE INDUSTRIAL PRESS, 148 LAFAYETTE ST., NEW YORK 13, N. Y. 
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MACHINERY ’S coverage of the volume-buying au- 
thorities in the metalworking industries is achieved 
by adding approximately 20% Directed Distribution 
to our paid circulation. All of the men who receive 
Directed copies are known to be important buying 
authorities or influences, and each must request con- 
tinuance of this service at six-month intervals (twice as 
often as the average paid subscriber renews his sub- 
scription). In response to our most recent inquiry, we 
received affirmative replies from 91.74% of this group 
of top metalworking executives. 




















Directed Distribution is, therefore, carefully controlled 

j P coverage that reaches metalworking’s inaccessible buy- 

9] 14 % SA y Ves ing influences. Combined with a paid circulation, the 
a eaeeaeauepes . . : . . . . . 

: quality of which is maintained by selective subscription 
selling, it makes sure that your message is carried to 
the right men — in the right plants — to do its most 
effective selling job. 


@ cau 
PUBLISHED BY THE INDUSTRIAL PRESS, 148 LAFAYETTE ST., NEW YORK 13, N. Y. 
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Cam controlled slides 
panrantee accuracy and 
positive repeat from prece 
to pieve on a Neu Britain 


Precision Boring View hine. 


Specific and General . . © 


four-page insert shows detailed highlig 


Machines 
for 
Making 
Progress 


Four-color inserts combat 


New Britain’s competition 


@ Isolate an outstanding product feature 


® Blow it up big in color photo 


@ Result ..a dent in a competitive market 


By Fred Borden 


® you HAVE a_ half-dozen major 
lines of machine tools to promote. 
In each line there is at least one 
major competitor whose advertising 
budget for this product alone is 
equal or probably greater than your 
allotted expenditure for all your six 
products. How do you make an 
effective dent in business publica- 
tions containing hundreds of pages 
of competitors’ advertising each is- 
sue? 

This is not an academic question 
on a final exam in a course in ad- 
vertising it is the realistic prob- 
lem that faced Joseph T. Vinbury, 
advertising manager, New Britain- 
Gridley Machine 
Lucas Machine Division, New Brit- 


ain Machine Co. 


Division and 
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Six Times as Many Readers. . 
That it was spectacularly solved is 
demonstrated by testimony from 
the Starch organization that a New 
Britain ad which scored a 710 “read 
most cost ratio” was “more than 
six times as effective in thorough 
reading than the average advertise- 
ment” in the issue in which it ap- 
peared. More basic evidence of its 
effectiveness is the word of cus- 
tomers in three widely scattered 


local New 


Britain representatives and placed 


cities that had called 


orders on their own initiative after 
seeing the company’s ad 

A series of four-color inserts, 
each showing outstanding details of 
New Britain products in dramatic 


photographic fashion, and featuring 


THE MEW BRITAIN 
MACHINE COMPANY 


Mew Bios Lettey Macter Deion 


ompany’s many 


juct in extensive 


“Machines for Mak- 
ing Progress” slogan was the answer 
Mr. Vinbury came up with in con- 
sultation with his agency, Wilson, 
Haight, Welch & Grover, Hartford, 
Conn. Five such heavy stock in- 
serts have so far appeared in Amer- 
ican Machinist, The Iron Age, Ma- 
chinery, and Steel. Each insert is 
reprinted following its publication 


the company’s 


appearance, with a_ specification 


utomatic 


ower 


ositioning 


Mow you cor position unit time after time to the some how 
spliming wlerance becouse of 0 lined constont pows teed cote 


we New Barran Macnee Company 


Economizer 


IAVE a. variety 





No turret 

cams to change 

on New Britain's new 
Single Spindle 


Inlomatic. 


Feature Highlight . . Back cover re- 


verts to close-up shot showing mor 


product detail. 


sheet, and distributed to a mailing 
list of about 5,000 customers and 
prospects. The plan is to keep the 
series running “just as long as it 
continues to do the job.” 

Faced with a heavy competitive 
situation, New Britain’s executives 
agreed that their advertising must 
be designed to make a distinct im- 
pression on the metalworking in- 
dustry of the company’s alertness, 
progress, and dependability. A 
schedule is maintained on the basis 
of the promotional support deemed 
necessary for each of the copying 
lathes, automatic bar and chucking 
machines, precision boring ma- 
chines, and horizontal boring, drill- 
ing, and milling machines the com- 
pany manufactures. Individual fea- 
tures of 
with New Britain are then high- 


each machine exclusive 
lighted through the medium of col- 
or photographs showing a close-up 
of the functioning device or part. 
Then a four-page section is drawn 
up with a minimum of copy. 

Mr. Vinbury, 
heads the advertising committee of 
the National Machine Tool Builders 
feels that addition 
to doing a real selling job for his 


who _ incidentally 


Association, in 


company, the inserts are also help- 


ing to the machine tool 


industry. 


promote 


The unusual series is being used 
for internal public relations as well. 


With each of the company’s most 
recent dividend checks, New Britain 
has sent its stockholders a reprint 
of the current insert, with a cover- 
ing letter from H. H. Pease, chair- 
man of the board, which points out 
how this advertising series reflects 
the company’s growth and progress. 
Reaction from the stockholders has 
been enthusiastic. 


Cut Production Costs .. Although 
the effective photographs have all 
been taken by the plant photogra- 
pher, who functions as a member 
of the advertising department, the 
costs of the 133-screen bleed four- 
color plates and of the insert print- 
ing brought another problem 
their wake. For, in addition to this 
series, New Britain had scheduled 
a set of straight selling ads to run 


in 


in a list of metalworking publica- 


tions (which the company declined 
to release), and a method had to 
be worked out of producing these 
ads at 

This 


through the use of two-color line 


minimum mechanical cost. 


was ingeniously — solved 
drawing and type ads, in which a 
standard black plate was made for 
each piece of machinery, and com- 
bined with a reverse line plate the 
color of which was changed with 
each insertion. Thus, a wide vari- 
ety of appearance was effected with 
a minimum of art and engraving 
costs. 

The combined campaigns . . high- 
attention getting value in a prestige 
series and straight selling through 
basic statements of application 
are having a marked effect on the 
competitive position of New Britain 
in an important segment of Amer- 
ican industry. 


Meet our photo requirements 


.. then we'll buy anything better 


Advice to advertising photographers .. 


By H. Mitche’] Havemeyer Partner * Haz 


® WE THINK know what 
want photography, but if any 
photographer can produce a _ better 
picture idea, we'll buy it. 


we we 


in 


But let’s get our carts and horses 
in correct relative positions. An ad 
is a creation. Into it goes a whale 
of a lot of thinking and planning. 
In the course of its development, it 
lot of 
And inhibitions too 

We'd like to do this, or do that, 


but we can’t. The photograph, like 


generates a requirements 


the ad, has to do a specific job in 
a specific way to meet specific re- 
quirements. There isn’t always ade- 
quate time or words to transfer 
what’s in our mind to the photog- 
rapher’s. 

So it becomes essential that, pho- 
tographically speaking, the photog- 


rapher first gives us what we want. 


if 


ia’ 


Then if, unhampered by our inhi- 
bitions and complications and job 
requirements, he sees a_ possibility 
thinks is we're de- 


he superior, 


lighted to see it too. In fact, we'll 
pay him the cream off the budget 
for outstanding work. 

We run into real trouble when a 
photographer insists upon giving his 
They 
may be good. In some cases, the job 
will come out all right. But 
For 


sometimes cannot even explain 


own ideas the right of way. 


more 
frequently it doesn’t. reasons 
we 
before the photograph is made, it 
just won't work. 

We think fair, 


practical, when a photographer is 


it’s proper, and 
doing a job for us, that he hold his 
But, after- 


wards, we'd like to have him knock 


originality in reserve. 


us over with it! It can be profitable 
for both of us. « 
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pages) over 1952 








1953 1952 pagechange % change 
Ind tr 4,4 Z 9 
Product News (1/9 page units) 44 2,997 20 6.8 
Trade 44 925 \ 4 
1 049 ] 4 
Expor at 1,235 18 0.0 
Total 37,280 35,981 1,299 3.6 
Year to Date /volume 3.8% (in pages) over 1952 
1953 1952 pagechange % change 
Indu 250,43¢ 4 08 3 4{ 
Product Mews (1/9 page units 33.6 626 r + 6 
lrade bE ; 64,69! f 4 
1 29,84 8,24] + 60F 
E 12,161 12,720 } 4 
392,331 377,946 





November pages 





Pages to date 





November advertising volume 


rises 3.6%; 1953 total 
shows 3.8% gain 


® AN INCREASE of 3.6% (1,299 
pages) was reported in advertising 
volume in business publications for 
1953, the corre- 
sponding period in 1952. The 266 
ublications reporting to INDUSTRIAL 
MARKETING also showed a 3.8% gain 
(14,385 pages) for the year thus far. 

The 164 industrial publications 
reporting to IM showed a 5.3% gain 
(1,221 pages) for the month and a 
4% gain (9,730 pages) for the year. 
The 19 expert papers reporting, 
again showed a loss . . of 10% (118 
pages) for November and 4.4% (559 
pages) for 1953. 

Eight product news papers re- 
porting showed a 6.8% increase (202 
units) for the month and a 6.5% 
(2,047 units) for the year to 


November, over 


rise 
date. Trade papers dropped 1.4% 
or 76 pages for November, but 
maintained their increase for the 


year with a 2.4% (1,561 page) lead 
over 1952. The 50 class publications 
showed increase of 70 pages 
(2.4%) the month, and 1,606 
pages (5.7%) more for the year. 


an 


for 





November pages Pages to date 

















Industrial group 1953 1952 1953 1952 Industrial group 1953 1952 1953 1952 
Aero Digest 62 60 839 30 n eer (bi-w.) )] 143 1998 1788 
Aeronautical Engineering Reviev 4 6 ) nst n Equipment 80 64 859 813 
Air Force 47 39 4¢ 46 I é 1 Methods & Equipment 148 133 68€ 1504 
American Aviation (bi-w.) 8 f 130 359 r n News Monthly (w } 83 324 949 
American Brewer 49 548 5f { E 62 104 680 
American Builder 134 7h} } . £ < (934x14 F 110 1487 1297 
American City A€ 1 4€ 68) 44 y Re 1 ) : 65 5 
American Dyestuff Re el } 14 4 88 esign Ne semi 66 0 2328 
American Machini bi-w.) $964 slit 6398 643( ‘ 43 4! 5% 548 
American Printer 3 14 37€ ‘ (9x1 4 ) 65€ 646 
Analytical Chemistry 48 4 428 42, 84 854 
Architectural For 53 ] j ir 1272 ]147 
hitectural Record 261 247 y f + & atic y ty ) 0 1106 1070 

§ Ay } { 1 l¢ q 4 tr ht S r WwW 7] 4 2 »4t 1307 
tom l trie emi-m 297 I I truction & Mr 2 405 1689 
Avi A 4) 6 4 4 Engines 8 89 859 
A viatior NV eek , 4 257 44 3¢ West ( 4 1142 1065 
tkir (bi-v ’ 649 6f i W 4 . 4\s 3866 
eddir 4 394 4 380 69 44 3985 
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Studies Show: 


A REPEATED ADVERTISEMENT IS SEEN AND READ 
BY AS MANY READERS AS IT ORIGINALLY ATTRACTED 


From the standpoint of visibility and 
readership—and certainly produc- 
tion costs—it will pay you to repeat 
one of your good advertisements. 
Thorough studies prove this. So does 
the fact that more and more adver- 
tisers are adopting this practice. 
Here are the results of onesuch study. 


PROJECT: To determine the rela- 
tive effectiveness of using identical 
advertising copy over and over again 
in different repeat patterns in the 
same publication. 


PROCEDURE: Thirteen surveys, 
each averaging 220 completed field 
interviews among a total of 2,865 
readers of two leading business mag- 
azines. Rating figures were devel- 


oped for all of the advertisements in 
each publication to determine their 
true observation and readership. 


RESULT: 





GENERAL EFFECT. OF 
REPEATING AN ADVERTISEMENT 


People who saw Readers who recall 
and read original previous insertion 
insertion -_— 


oR 
100% 


oo e 
SECOND THIRD 
REPEAT REPEAT 


ORIGINAL FIRST 
INSERTION REPEAT 











CONCLUSION: When an adver- 
tisement is repeated, it attracts as 
many “‘new’’ readers as it did when 
it originally appeared. 


* * 


Other evidence (and more informa- 
tion on the above study) are avail- 
able through our Research Depart- 
ment’s Laboratory of Advertising 
Performance. If you have questions 
regarding color, position, size of ad- 
vertisements, advertising effective- 
ness... or want facts regarding busi- 
ness paper advertising, we may have 
the results of some specific study 
that will help you. Ask your McGraw- 
Hill man. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET, NEW YORK 36, N.Y. C ABC 
aay 


ia!’ @¢ 2A TO 6 


HEADQUARTERS FO 


BuSsStWES §$ 
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M: GRAW-HILL 
i 4 FOR BUSINESS 
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Why not? After all, the Chemical Prog dustries have quintupled value 
of output since 1940 — stepped up ang ending twenty times over for new 
plants and equipment. But you ca Set and just wait for the orders to 
come rolling in your front door. 


“It sounds crazy,” you say. “What about nf s costs? They’re skyrocketing. 
What about my competition? Those guys are giving us a real run for our 
money. What about . . .” 


Okay. So what you really want to know is how to sell this multi-billionaire of 
a market better, faster, cheaper, than you ever sold it before in your life. 


Can you? Yes, you can! 


Where do you start? Look around! What developments are 

the Chemical Process Industries? What problems are the chem? 
biggest headaches? Corrosion, for instance. Pollution control, fo 
Developments like petrochemicals, Red hot! 


How can you be sure? Watch what the editors of CHEMICAL ENGINEERING are 
up to. Your market opportunities are midwifed right in their pages. Pollution 
control? The first all-out attack on this arch enemy dates back twenty years. 
Printed a baby library on it since. Petrochemicals? CE’s editorial team was 
working on it as far back as °22. This is their job the way they see it. 


And the way they see it, this is applied chemical engineering .. . a publishing 
service no one else is delivering to this demanding market, It’s the kind of full- 
powered editorial performance needed for high readership, low cost advertis- 
ing that helps you sell more to industry’s fastest-moving market. 


* eHEMIGAL PROCESS INDUSTRIES 





urkat aw ing about” 
felomap thi? 


POLLUTION CONTROL means life and death 
economics . . . threats of water shortage and chok- 
ing off expansion in the CPI’s biggest growth era. 
And it’s opening wide a whopping $18 billion 
market these next 10 years for your equipment, 
materials and engineering services. 


years ! 


CORROSION — An insidious waste that eats up 
better than $8 billion in industry each year. The 
process field’s very nature — corrosive fumes and 
liquids, the chemicals handled — makes it first 
choice for makers of protective coatings, materials 
of construction and equipment that stand up 
under stiff operating conditions. 


PETROCHEMICALS! Here’s the glamour baby 
of the market, Not a new industry ... not a dif- 
ferent industry .. . but one building. so fast it’s a 
problem to keep up with new plants and latest 
developments. How fast is best evidenced by the 
petroleum field’s capital spending program . . . tops 
in the CPI since 1947. This year .., $2.9 billion. 


YOU'LL HIT ALL THREE . .. and a lot more 
with this publication. For what’s uppermost in the 
chemical engineer’s mind is foremost in CE, And 
what’s more logical than a tie-in of your product 
when the prospect is looking for a solution to his 
problemsin... 


more engineering-™ ction men read it... 


more advert invest more pagesinit... 
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CHECK 1954 ASA —_ BUSY YEAR IN TEXTILES 


and a busy/year for YOU in Textiles, too! 


4 
Y 
| 


‘A busy year! In April, the American Textile Machinery Exhibition at 

Atlantic City — In September, the convention of American Association of 

/ Textile Chemists & Colorists in Atlanta — In October, the Southern Textile 
' Exposition in Greenville; and lots of activity between, 

For ‘round-the-clock cultivation of the big textile-industry market, there 
are the 12 monthly issues of TexT1LE WorLp, in each of Which appear the 
articles and departments that have raised and held TW in its top position 
of reader-preference by the mill executives with purchasing ‘power. For 
the complete package, include the Mid-November Buyers’ Guide\[ssue! To 
help you plan for the special events mentioned above, we submit & list of 
TW issues in which special features will appear 
FEBRUARY — Annual Review and Forecast Number, covering technical 

and economic developments. 

APRIL — Double Feature Issue: 1. Guide to American Textile Machinery 
Exhibition at Atlantic City (once every four years); 2. Annual Knit- 
ting Feature Section. 

SEPTEMBER — Triple Feature Issue: 1. 30th Annual Synthetics Number; 
2. Guide to Southern Textile Exposition at Greenville; 3. Preconven- 
tion issue for American Association of Textile Chemists & Colorists 
at Atlanta. 

NOVEMBER — Annual Mill Check-up Number, a round-up of progress 


in mill equipment and supplies. 


And, in addition to these — 
The MID-NOVEMBER BUYERS’ GUIDE ISSUE, the 13th issue sent 
to all subscribers, containing comprehensive listings of firms that sup- 
ply the textile industry plus technical reference material of lasting 
value to mill men. 


Write us for further details. 


FIRST in circulation 
FIRST in buying-power penetration 
FIRST in readership 


FIRST in advertising volume 


Vi, A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N.Y. 
“AS VSEFUL AS ANY MACHINE IN THE MILL” 


December | 153/85 
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“eet i Revista Rotaria 
hain Store Age ; : Sr anish Oral een 
Fountain Restaurant Combinations 3] 23% - 4-9 16x v 
leaning & Laundry World 5S 1} ) : marry aaa 
Dental Survey IC VORKA SSE 
Fountain & Fast Food 
Hospital Management 
Hotel Management 1] 1] 
Hotel Monthly ‘ ) 
Hotel World-Review (w.) (9!/,x14) 509 
Industrial Marketing 1372 ] Unless otherwise noted, all publications are monthlies and have 
Journal of the American Medical standard 7x10 inch advertising page 
Association (w.) 33: . 3660 
Medical Economics (41/2x63/,) )] 5 }6=—- 2002 ~Ss«1 860 Includes special issue ‘Estimated “Two issues “Three issues 
Modern Beauty Shop 7 j 885 Four issues ‘Five issues Does not include advertising in 
Modern Hospital 185 1861 special Western section 
Nation's Schools ; x 1230 1171 
Oral Hygiene (4-5/16x7-3/16) ) 1163 2 “Chemical Processing and Food Processing . . figures in November 
Restaurant Management 72 942 . issue for these two publications were reversed. 
Scholastic Coach 37 328 
School Executive School ‘Oil Forum . . advertising volume for September and October not 


) S Mew ] y 115R ; a. ¢ . ’ a 
Equipment News : , 1158 previously reported, shown here. Sept., 1953: 21; Sept., 1952: 2 


What's win » Economics ¢ ‘ 5 756 ’ a a , 
What's New in Home Economics : 860 nine month total 1953: 163; nine month total 1952: 166. Oc 
Total 29,847 28,24) 1953: 20; Oct., 1952: 21; ten month total 1953: 183; ten month 


} Ww.) 


Total 





109 


48 The above figures include classified and display advertising 


total 1952: 187 


November pages Pages to date , 
Export group 1953 1952 1953 1952 American Lumberman & Building Products Merchandiser . 


for Sept., 1953 should have read an estimated 233 pages 





American Automobile { the 273 page estimate shown. Nine month total sh 
eats 


(overseas edition) 
American Exporter (2 editions) 43 ) é ) 
American Exporter Industrial "Photographic Trade News . . Oct., 1953 figure should have been 


(2 editions) 89 pages instead of the 105 pa wn. 





George Wilson McFedries 
the } 


Media Changes. . 


Jack O. Hodges & Associates . . | 


A 


has been 


Albert C. Esser . 


William Brand. . 


5 represenialilv 


Philadel 
Electronic Equipment . . Sutton Publishing 
; ; y White Plains, N. Y., will appear in 
J. M. Gustafson . . business jer and Theodore C. Taylor . . has re; ; at ; . 
King Size m beginning with the 
flice manager, Hitch k Publishing C N. DeTemple as executive assistant of ! ue : 
: : pga March 4, issu The new format will 
ke axeasens size, with hard 
Other changes 
bleed rate ar 


ne-third 


Robert S. Muller . 


trict mor Yer 
stTi manage 


steel, chemical and food processing indus been appointed the newly created post 


tries Rates: | pac ne-time $50; six { assistan ivertising sales manager 
times $4 ) pag *hemical En ing and Chemical Week 
$8: tk Graw-Hill last 


86 / In dustrial Marketing 





Pocket (dditiow — 


With over 40,000 circulation, MODERN MA- 
CHINE SHCP reaches more of the men who buy 


or influence buying in more of the plants than any 


This pocket edition is a welcome pocket addi- 
tion. Its editorial and advertising content, com- 
bined with its convenient size, make it a well- 
traveled and well-read publication . . . in the 
shop, going to and from work and at home. 
MODERN MACHINE SHOP'’s “‘carry home’’ 
convenience earns your advertising extra readers 


ship and extra results. 


MODERN MACHINE SHOP is the one maga- 
zine devoted to practical information for practi- 
cal men, the ‘production executives’ who really 
run the plant. Regardless of their titles... works 
managers, master mechanics or foremen. . . these 


men have an important hand in buying decisions. 


other metalworking publication. Also, more ad- 
vertisers use MODERN MACHINE SHOP than 


any other monthly or semi-monthly publication. 


Put your money where your market is. Send your ad- 
vertising out in the shop [and home] with 


MODERN MACHINE SHOP. 


Write for New 48-Page FACTS FOLDER 
“HIGHWAY TO METALWORKING” 


MODERN MACHINE SHOP 
431 Main Street, Cincinnati 2, Ohio 


tip 
December 19° 3 [a 





Sales 1 ips from Industrial I urchasing Agents 


iO a enema 


oe meg 


“The so-called gulf between buyer and 
seller need never exist. The alert salesman 
will recognize that he can bridge it with 
courtesy, interest in your problems, sin- 
cerity in delivery promises, and a thorough 
knowledge of his own product and tts 
capabilities. When these qualities in a 
salesman are backed by full authority to 
act for his company, we have every confi- 
dence in dealing with him,” says William 
F. Avery, Purchasing Agent, The | Iwell 
Parker Electric Co., Cleveland, Ohio. 


We consider willingness to learn one of 
the salesman’s greatest assets. He should 
constantly try to learn all he can about 
our needs, and exactly how his product 
fits into our operations. He should stay 
informed on general market and industry 
conditions and relay that information to us 
promptly and accurately. The wider his 
range of knowledge, the more valuable 
and reliable source of supply he becomes, 
says John W. Goodwin, Purchasing Agent, 
Macwhyte Co., Kenosha, Wis. 


55.4% of the sales dollar— 


spent by the Purchasing Agent 


... What more graphic demonstration could there be of the basic role 
played by Purchasing Agents in industry today! A recent analysis* of 
the sales revenue of the 100 largest U.S. corporations shows sales revenue 


of slightly over $102 billion — of which 55.466 was spent for “goods and 


= 
< 


services purchased from others.” 


So make sure your advertising reaches the PA regularly. And remember — 
PurcHasinc Magazine delivers the largest coverage of industrial purchasing 
agents available anywhere. It is the one magazine read regularly by in- 
dustry’s PA’s ... the unchallenged leader in its field. 


*survey by National City Bank of New York 


PURCHASING 
205 East 42nd Street, New York 17, N. Y. 


Offices in Chicago, Cleveland, Los Angeles 


“It is important that the salesman respect 
the responsibilities in the purchasing job. 
How he answers questions on delivery 
and other problems can affect jobs, pay- 
checks and the financial welfare of our 
company. Thus, his answers must be in- 
telligent and honest, so that purchasing 
can take appropriate action, with confi- 
dence that promises will be kept and 
schedules will be met,” says Harry F. 
Lewis, Director of Purchases, Mueller 
srass Company, Port Huron, Mich. 


When you think of 
selling...think of 
PURCHASING 


The basic magazine on any industrial advertising schedule! 
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copy chasers 


Can ads of chemical processors 
match their engineering feats? 


® WE PREDICT (h’ya, Pearson?) that 
the next five years will show tre- 
mendous improvement in advertis- 
ing performance in the chemical 
In fact, we'll go 
We predict that un- 
less this is so, the field will falter, 


process industries. 
even further. 


solely because its whole merchan- 
dising-marketing operation is un- 
able to keep up with its technolog- 
ical progress. 

This is not true of the consumer 
market operations of the manufac- 
turers in this field. In selling nylon, 
drugs, gasoline, and their multitude 
of other products they do a highly 
professional job. But in their sell- 
ing to other companies in the proc- 
ess field (and they are a gigantic 
market for each other), and in the 
advertising conducted by the sup- 
pliers of machinery and equipment, 
materials and services, they are 
heavy-handed, unimaginative, engi- 
neer-dominated and just plain dull. 

Evidence of this indictment so 
generously surrounds you as you 
waltz through the business papers 
of this field that you could drown 
in it. And, believe us, it depresses 
us to admit it, because the enter- 
prise and exploits of America’s 
chemical processors are mighty. In 
fact, it is something of a paradox 
because in so many industries it is 
the merchandising people who are 
leading and the _ production-engi- 
neering boys who are lagging be- 
hind. 


Good, books 


with pages of business . . 


healthy here, fat 
some with 
exceptionally clean editorial han- 
dling, good typography and layout, 
photos and art. Then, you hit the 
ad pages . . page after page of 


heavy, cluttered, confusing. stuff. 


And then, unlike the subscriber, 
who doesn’t have to read unless the 
advertiser captures his interest, we 
go on looking and reading and hop- 
ing. In too many instances, we are 
brushed off before we ever had a 
chance to find out what an adver- 
tisement is all about, by such read- 


er-resistant heads as these. 


We could 


give you an almost unending as- 


No loaded dice these. 
sortment. No, of course, not every- 
body or almost everybody. But 
And what hurts 
more, there may be good copy lurk- 


many. Too many. 


ing behind those headache-head- 
lines but nobody’s ever going to find 
out. What’s more, we're not going 
to say any more about all this below 
par stuff. From here on in, we're 
going to concentrate on that 25°; of 
the advertising content that makes 


some sense. 


as inserted 





Raw Materials Advertising 


Generally the advertising pages 
divide into two broad groups here, 
the raw materials suppliers and the 
equipment — builders And - since 
they're different kind of fish, we'll 
talk about them separately. 

Among the sellers of chemicals 
and other raw materials we find a 
self-conscious feeling, it seems to 
us, that they shouldn’t say too much 
about their products. Lots of them 
do a sort of poster with their prod- 
ucts’ names in big fancy letters, 
ditto their trade-mark, and a signa- 
ture. The Neville Co., for instance 
And the Blockson Chemical Co., 
for another, and Great Lakes Car- 
bon Co. And International Min- 
erals. And quite a few more. We 
presume they figure they’re selling 
standard “commodity” type items, 
and are simply identifying them- 
selves as a source of supply So 
be it, but it seems an awfully costly 
way to do it 

Then, we have others such as 
General Aniline & Film Corp. and 
Industrial 


Pennsylvania Chemical 


Sodium 
Polyphos 





copy chasers 


4 4 


>A 2 ~ 
d a performance 
i 4 ’ thes 2 SIT: 

6606 -- 


IS so 


Intand Coal Chemicals 


INLAND STEEL COMPANY 


who aren't so stingy with informa- 
tion. They tell the reader a little 
more. The latter gets into certain 
product assets 


etc. General goes even further, lets 


. color, variety, cost, 


you in on applications 

Quite a few folks focus on some 
Uniformity 
Seems 


single product quality. 
is the one that’s most used. 
kind of beaten into the ground. Not 
unconscious of this, we're sure, 
some advertisers like Inland Coal 
Chemicals dress it up . . in this page 
with a cute little coterie of seals 
balancing balls on their noses. But 
it’s still the same old uniformity 
Mayhap that’s all 

But there must 


palaver. Dunno 
the buyer expects 
be more 
Westvaco Chemical says you can 
“delivery as 


count on them for 


promised” for “quality as speci- 
fied” . for “friendly, 
service.” Well, that’s nice, but how 
could any competitor dare promise 


less? And Corp 


something in the same vein. 


personal 


Celanese does 

Now, leave us see what happens 
when a little imagination steps in 
Nothing devastating, but a guy who 
tried to get off the tired road. Here 
Mathieson Chemical Corp. with 
fishing lure, spinners and 
whatever they are, says, 


some 
floats or 
“Interesting for the Chemical An- 
gler,” referring to a business known 
as “Ethylene Diamine.” Then, on 


one of the lures, the chemical’s 
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ImMTERESTING 
For THE 


acl ong 


properties, and on another . . uses 
The device is perfectly legitimate, 
an optical relief, and readable 
The Barrett Division of Allied 
Chem & Dye, on the other hand, 
takes the sane attitude when you 
have news, just print it, big and 
clearly so everyone knows it’s news 
Consequently ig Gothic 
headline, “Barrett ups production 
Plenty of 


giant 


to serve your needs.” 


bold subheads 


al 


looking tor sheep s wool under the see 





We have no objection to nicely 
handled art in these ads so long 
as it’s not farfetched. When Shell 
Chemical does a color page, “Look- 
ing for sheep’s wool under the sea” 
with a very handsome bit of line 
work for an illustration, that’s fine 
Enough readers should go 
these executives and 


by us. 
for it, too 
engineers aren’t a bunch of illiter- 
ates. And, the copywriter wasn't 
reaching either. So, too, with Esso 
Standard Oil’s page on “multi-stor- 
age availability.” Cute little squirrel 
gathering up nuts. Why not? Helps 
the display of the text, makes the 
general atmosphere more inviting. 


*Hercules Powder Co. we'll give 
an OK AS INSERTED to right now 
dropped in the lap of WALTER MOR- 
RIS, account executive, Fuller & 
Smith & Ross, New York. For two 
First, for its excellent 
“Problem . Solution . . . Result” 
ads Second, for being bright 
enough to keep them running year 
after year. This particular one is 
“The Ideal Plastic,’ telling 
toymaker who 


reasons. 


about 
about a_ leading 
wanted a tough, high-quality plastic 
that would withstand frequent han- 
dling and hard use by kids, yet 
could be economically and_ easily 
formed into a realistic, mass-pro- 









76,000 keys to PROFITS 









. and each one a reader of CHEMICAL 
AND ENGINEERING NEWS, where he 
keeps abreast of the latest news develop- 






ments in the fast-moving Chemical and 






Process Industries. 









PRODUCTION MANAGER 


% wl on your prospect lists . . . 


et 
Pg Siti sche 


These are the men who occupy top positions 
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Reo ey am — 





OI cpr 


Presidents, vice-presidents, general man- 





WORKS EXECUTIVE agers . . . works executives, production 







managers, chief engineers .. . directors 
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ists and chemical engineers. 


of research and development . . . chem- 







DIRECTOR OF RESEARCH 
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And C&ENews reaches more than twice as 
many of them as any other magazine serving 
these industries .. . at a time when they are 












interested in news pertaining to their business 






operations. 





To sell your products to the Chemical and 
Process Industries, sell the decision-makers — 
the men who buy and specify—in 


CHEMICAL ENGINEER 
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Wind tunnel models used in 
development of swept-wing, 
four-engine jets. 








High-temperature structures 





research engineer tests strength 
characteristics of titanium. 


SLL WES AWARD: 


Tronsparent. side panels and interior 
illumination are used in training 

to demonstrate workings of 

jet transport central control pedestal. 








roo: \ 
\ > . 
ts, 
re (C8) sae 
~*~ 
a Ds 
;& 
“~ @ , 
4 
1 
7 
wae Fe | 





Rodar simulator at CAA's Technical 
Development and Evaluation Center 
: teaches pilots the essentials 

444, of radar control of air traffic. 


from the editorial pages of Aviation Age 








... the responsibility of 


Aviation’s Technical Management 


. the magazine of 


Aviation’s Technical Management 


Leaf through any issue of Aviation Age... 
notice how it concentrates upon the 

technical developments that form the 
background for aviation progress ... and you’l] 
see why it is the most effective 

sales-producing medium in the aviation market. 


For Aviation Age is the only aviation magazine 
specifically designed and edited for 
technical-management men in all branches 

of aviation. And these are the men 

who will buy—or bypass—your product. 


Wi ivic. Age 
x 


alviation Age 


A CONOVER-MAST PUBLICATION 
205 East 42nd Street, 


toa New York 17, N. Y. [cca] 














copy chasers... 


duced doll. “Hercocel A” which is 
a cellulose acetate molding powder, 


did the trick, and now, the result 


Even if the chemical advertiser 
decides there’s not much new for 
him to talk about, he can make 
some of the old McCoy seem fresh 
and new. Kaiser Chemicals does 
this just as neatly as you please, us- 
ing light, clever little drawings to 
inform you that 


*So often, as you know, it’s not 
what you say but how you say it. 
The man who does the Spencer 
Chemical ads would agree . . be- 
cause he is responsible for a very 
delightful 
“Spencer 


color pages, 
Wonderful.” 


These are made up of the headline, 


series of 


Service is 


x 
our order for 


Kaiser Alumina... 





assuring unmediate dehvery 





Whur oxducet ait cosy Uiveniones 
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a cartoon, a caption, and the sign- 
off. Smiling little tank care arriv- 
ing at the rail siding in the middle 
of the night, freight man rubbing 
his head in consternation, “You're 
from Spencer? We were expecting 
you... but not this early!’ Moun- 
tain climbers reaching an icy peak, 
the smiling Spencer tank car al- 
ready sitting up there holding the 
. “Wouldn't you know it? 
More ad- 


vertising hay is made via impres- 


banner 
Spencer got here first!” 
sion than even some ad men realize 
And don’t even listen to an engi- 
Listen to 
Chemical, 
and ARTHUR KRAFT, art director and 


neer on this subject 
GEORGE OLSON, Spence: 
EARNEST WHITNEY, copywriter, both 


of Bruce B. Brewer & Co., 
INSERTED. 


Kansas 
City, who get oOK’s as 
Yea, man! 

Wyandotte Chemicals does well 
with its case studies, and we're all 
for them “Wyandotte Technical 
Service saved us 18% 
says J. F. McCarty, Cold Spring 
Bleachery.” Dow 


other pro performance, low-pres- 


annually; 
Chemical, an- 
sure, editorial in concept. This one 


“New Dow 


Present 


is representative 
Monomer of Interest to 
Users of Styrene.” In case you don't 
get it (neither do we) we'll give 
“Dow Vinyl- 


toluene readily modifies all common 


you the subhead 


Spencer Service is Wonderful 





paint-drying oils to produce new 
properties of interest to paint man- 
ufacturers.”’ See? 

The chemical advertiser is at his 
best when he is helping his custom- 
ers handle his product. Thus, when 
Monsanto says, “3 Tips on How to 
Handle Phenol More Easily,” they're 
nose on the beam, especially when 
they use simple little sketches to 
point up what they’re driving at. 
And when he takes that extra step 
and thinks in terms of his custom- 
ers’ products and markets, he’s busy 
making new friends as well. Here’s 
Barrett again, “How Barrett PA 
adds the rainbow touch to rain- 
wear.” And another approach 
“Mr. Soaper! If you're not selling 
detergents, you're missing 2 of the 
market!” This is Okonite Chem- 
ical Co. who make the raw mate- 
rials that go into synthetic deter- 
gents, as though you wouldn’t have 


guessed 


«Finally, there’s the case of the 
advertiser who does the all-out job, 
spares no horses, and just does a 
bang-up job. This four-page, multi- 
color insert by Victor Chemical is 
a wing-ding in this category. It 
covers some seven Victor chemicals, 
gives descriptions and uses, and 
then gets into some more general 
copy on some fairly popular appli- 
cation cakes, roads, toothpaste, 
ete. Nicely written, beautifully de- 
signed, it simply echoes convincing- 
ly what is said on the front cover 

It Pays to See Victor.” An oK 

vontinued on page 98 


inuea 
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‘Keep your — 
before the men with 


BUY 


on their minds 











How many of the inquiries you get from in- 
dustry RESULT IN OrpDERS? If the ratio is about 
1 out of 10, you’re up to par. 

Now let’s look at inquiries produced by the 
CONOVER-MAST PURCHASING DIRECTORY. In 
case after case, from 3 out of 10—to 8 out of 10 
inquiries turn into orders. That’s 200 per cent 
better than average! 


Reason? Every copy of C-MPD goes to an 
industrial executive (plant, engineering, or pur- 
chasing) with Provep buying power... the 
man with Buy on his mind. Then too, industrial 
buying guides are used when there’s an order 
to be placed now. The information you send 
isn’t wanted for the future—or for filing —it’s 
wanted to fill an immediate need. 

You'll get more actual, traceable business per 
dollar of advertising cost through dependable 
industrial buying guides than through any other 
source. And C-MPD gives you 69 per cent 
greater coverage than the next directory. 


The PURCHASING DIRECTORY 


Industrial Buyers Reach for 


With ONE Hand! 


Learn what it can do for you... 


Conover-Mast 
PURCHASING DIRECTORY 


737 NORTH MICHIGAN AVENUE, CHICAGO 14, ILL”. 


KERANCH FEFICES 
Y RK . CLEVELAN 


write, without obligation, today. 


CONOVER-MAST PURCHASING DIRECTORY GIVES 
YOU 60% MORE MANUFACTURING CIRCULATION 
THAN THE NEXT DIRECTORY 


Total Circulation 


8. 25,132 CCA 
CMPD 99 32 2,812 ae 
2.320 ae Dec. 1952 
THOMAS’ = a 21,000 ABC 
REGISTER al olde 7.083 | Dec. 1952 
MANUFACTURING circuration [ill ALL OTHER | 


CONSULT YOUR ADVERTISING AGENCY 












































Me HITS ALL-TIME PEAK! 


Annual Review 
and 
Outlook Number 


Furnishing the first authorita- 
tive report of the year’s railway 
operations promptly after the 
close of the year...the Annual 
Number forms a record much 
of which is not elsewhere avail- 
able for several months to come. 
This is the issue railway execu- 
tives and business and financial 
organizations look for, study 
and use as the comprehensive 
review, analysis and statistical 
summary of the whole field of 
railway operation. 

The 1954 Annual Review and 
Outlook Number will be pub- 
lished January 11, 1954. Closing 
date: December 22, 1953. 
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128% growth in paid 
railway circulation 


Since the end of World War JI, the paid circulation 
of Rattway AGE on the railroads, exclusive of 
circulation in the railway supply industry and 
other non-railroad organizations, has increased 
128% to an all-time peak. 


This growth is based on the increased demand for 
information resulting from postwar expansion 
and the fast-moving developments in railway 
improvements...all of which have emphasized the 
value of RaAiLway AGe’s exclusive weekly reporting. 
It is the result of peak reader interest on the 
railroads, which has developed this sharply increased 
primary circulation among RAILWAY AGE’S 
tremendous following of readers throughout the 
railway industry. 
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In the face of competition from free distribu- 
tion publications which entered the railway 
field after World War IT (most of which have 
since departed), RAtLWAy AGE has moved 
sharply ahead in paid circulation on the 
railways. 

Railway men have given their verdict in favor 
of Rartway AGE to the tune of /28°7, more 
paid circulation than during the restricted 
levels of war and depression. 

And during the postwar period subscription re- 
newals to RaiLway AGE have averaged 83.64% 
... proof of sustained reader interest. 


1953 in 
face of 
Free 
competition 




















RAILWAY AGE circulation 


(November 2 issue) 


railroad il ,248 
all others 3,758 


total net paid i 5 ,00 6 


The basis for RaAtLway AGE’s overwhelming 
leadership is in its editorial service. Over 80% 
of its feature articles are read by more than half 
of the subscribers. Its weekly feature ““Week At 
a Glance” is read by 90% of subscribers. 


These results, gathered from RAmLway AGE’s 
continuing monthly survey of readership, em- 
phasize the top-ranking position of RAILWAY 
AGE in the railway industry. 

This preference of the railway industry itself 
will confirm your judgment in scheduling 
dominant space for 1954 in railway industry’s 
exclusive weekly — RAILWAY AGE. 


Headquarters for Railway Marketing Information SIMMONS 


RAILWAY AGE ‘rcu,, Oi 


New York 7, 30 Church St. * Chicago 3,79 W. Monroe St. * Cleveland 13, Terminal Tower 
WASHINGTON, D.C. * PORTLAND, OREGON * DALLAS * SAN FRANCISCO + LOS ANGELES 
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copy chasers... 


AS INSERTED to ROBERT FIERST, Copy- 
writer, Russell M. Seeds & Co., Chi- 


cago 
The Equipment Boys 


As we said somewhere in_ this 
piece, the equipment and machinery 
advertisers in the chemical process- 
ing field are really the worst sin- 
ners. There are some, we're sure, 
who haven't changed their advertis- 
ing techniques in ten years, we'll 
bet However, since picking on 
them further, or citing specific bad 
examples, wouldn't do anything 
particularly helpful, we'll focus on 
some better than average perform- 
ers 


Minneapolis-Honeywell is one of 


SODUe WOM FYPOFROLP HATE 


these. Their editorial style spreads 
are nicely handled, clean and au- 
thoritative looking. This one has no 
stopper for a-head, simply a straight, 
“Processing of sensitive pharmaceu- 
ticals protected by Honeywell in- 
strumentation.” Good-sized duotone 
illustration of an installation, a col- 
or panel about “sensing elements” 
in words and outline drawings on 
the left hand page. The main text, 
incidentally, is on the right, under 
the headline 
ing page is devoted to “Harnessing 
This is the 


The copy on the fac- 


heat for all industry.” 
broad Honeywell story 

We go for, always have, copy that 
plays up a product feature effec- 
tively. This Yarnall-Waring color 
page, for instance, “It Floats on the 
Load!” “It” is a little stainless- 
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steel valve which is the only mov- 


ing part in the Yarway impulse 


steam trap. Two drawings show 
quickly how it does its job. This 
part of the text points up its per- 


formance 


iT "FLOATS 


You’ve got us, boy. An OK AS 
INSERTED for FRANK R. CAMPBELL, 
vice-president, Symonds, MacKen- 
zie & Co., Chicago. 


Here’s that editorial style again, 
used most effectively by Clark Bros. 
Co. A headline with no pretense of 
being anything than all product 
“Clark 2-Cycle Turbocharged ‘Right 


ON THE Loap:* 


VICTOR 


/ 
gL" ecils 


Chapman Valve does the same 
type of thing in its page, “You Can 
Remove the Center Section of this 
Tilting Disc Check Valve.”  Dia- 
grammatic drawing shows _ how, 
three short paragraphs of text tell 
how 

*% An ad we like for its blunt hon- 
esty is this two-column baby of the 
Fansteel Metallurgical Corp. Pipe 
the headline: “There’s no middle 
ground with Tantalum .. . its use 
is either pointless or imperative.” 


Now try the text 


Angle’ Heralded As Most Significant 
Development in Compressor His- 
tory.” And, an effective, even more 
definitive subhead, “Revolutionary 
changes in gas-engine-driven com- 
pression design set new records for 
power (50% increase) fuel econ- 
omy (10-15% 


ing water load (25% decrease).” 


decrease) and cool- 


Lots of text and same good pictures 


to tell the complete story. 


The right way to use animals, 
bugs, etcetera in advertising has 
been demonstrated right along by 
Walter Kidde & Co. This one 
swooping down 


eagle or condor, 


from the top of the ad 





"Th q) ill | 
0 mi ion 0 ar “The first men to be called in on new 


projects and the last to leave the com- 
pleted jobs are Civil Engineers. They 


i { q 
(' approve the plans, specify the materials 
‘ and select the needed equipment. In 


most large contracting organizations, 


. e the key executives who wield vast pur- 
co n ‘ ave een 4 chasing authority are civil engineers.” 


Ue. Wealeaae ys ——s 
Says 


David Bonner, 
Vice Pres. 
Frederick Snare 

Corp. 


Only CIVIL ENGINEERING alone can sell 37,000 civil engineers. 


Here’s why: CIVIL ENGINEERING is the only national periodical published exclusively 
for civil engineers. 

EA 90% of CIVIL ENGINEERING’s 37,000 readers have met the rigid education 
and experience requirements for membership in the American Society 
of Civil Engineers. 

Hi CIVIL ENGINEERING’s authoritative editorial content is written by top- 
flight engineers actively engaged in important projects. 

High reader interest produces results— 36,715 inquiries from one issue 
alone. 

Advertisers pleased —91% of 1952’s advertisers were back again in 1953. 

For the lowest rate-per-thousand among national construction periodicals, 

CIVIL ENGINEERING provides a direct selling link to 37,000 active Civil Engi- 

neers, key men in planning, supervisory, and purchase control capacities. 

No other magazine, or combination of magazines, will reach them all. 





= Engineers are educated to specify and buy. 


eo ; Qa 
Just Published! a . . C | V I L 
Your free copy Sie ¥. 


44 
will be sent immediately Wk / 


p ; Ya CY, y | 
Tells all about Biss J) 
Civil Engineering’s circulation, we . 


markets, editorial, rates. Be 


Write or phone today. a \ ‘ \ Phe Magazine of Engineered Construction 
he ; a Published by 

The American Society of Civil Engineers 

33 West 39th Street, New York 18, N. Y. 
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APPROVAL, 


APPROVAL 


OFFICE OF THE VICE PRESIDENT 


Lal ad 


three alert vice-presidents 


make us jump with joy ... but we (I) weep, 2) wail, 3) gnash our teeth 


How frustrated can you get? Here’s our dilemma: We have to sit on three of 
the most gratifying testimonials Foop ENGINEERING has ever received. They are 
from three of the biggest companies in the food industry; they concern our 
October issue. And (sob!) we are not permitted to reveal the company names. 


this one makes us weep: 
“Some of the facts you reveal in this issue are perfectly startling, 


and the thoughts you project pertaining to the future of the food 
industry are, indeed, most revealing. [This issue] should be 
brought to the attention of every supervisor in the food industry. 
You have made an invaluable contribution to all of us who 
derive our livelihood from processing food.” 


this one makes us wail: 
“I have been reading the October issue of Foop ENGINEERING as 


I read an exciting novel—taking days at it, and marking the 
exact place where | stop each time.” 





this one—best of all— makes us gnash our teeth: 
“I am sending a little memo to all our people which | thought 
you might be interested in seeing.” 


Memo is addressed to “Production Personnel, Engineering De- 
partment Personnel, Laboratory Personnel, Supervisory Person- 
nel.” It advises them to “take time off from your work . . . spare 
a little time from your favorite girl-friend, and read the October 
issue of Foop ENGINEERING ... It is the kind of thinking high- 
lighted by this magazine issue and applied to [this company] 
that is going to increase our status in the food industry; lack of 
this type of thinking—and we are in serious trouble . . . Read 
and study this issue, and then let's all do something about it!” 


These are Big Guys -— vice-presidents all. They didn't say these things to get 
their names in the papers. Like many others we could quote, they simply wanted 
to write and tell us how a single issue of our magazine “startled” them, “ex- 
cited’ them, made them want to “do something about it.” 


And here’s the goofy part: Foop ENGINEERING’s October issue wasn't really differ- 
ent. Sure, it was a summing up of the progress of the food-engineering revolution 
(a yardstick with which each plant can measure its «wn progress) —and a 
planning guide for the future. 


But it was the same “'startling, exciting, let's-do-something-about-it’ story FE tells 
in every issue, every month, year after year. And FE will go right on keeping its 
readers informed, as each forward step occurs in one of America’s fastest-chang- 
ing industries. 


We allow ourselves one small conceit: We don't think any other editorial staff 
does this nearly as well. We think this because the men who buy in food plants 
put FE on top in every industry-wide readership poll. 


What a place to advertise! 


FOOD PLANTS) 


who 6 


A MCGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N.Y. 





copy chasers .. 


sisal 


Walter Kidde & Company, Ine 
Getiee tae 


Revere Copper takes this month's 
page out of the conventional metals 
company approach with “Bubbles 
have teeth!” This is an exciting 
translation of a technical reaction 
in condenser tubes, and its just as 
good on slide rule guys as ordinary 
slobs 

We'd like to give National En- 
gineering an “E” for Effort for its 
picture album approach “Yester- 
day's mixing problems an album 
of experience with Simpson Mix- 
Mullers” 

The guy with the big head, with 
nuts and bolts rattling around in- 
side is a victim of “Advanced Ferro- 
Dings Magnetic Separator 
“Fear 


You've rung the bell, 


phobia.’ 
Co. created the disease 
of iron.” 


Dings 


*We were absolutely fascinated 
by this Leeds & Northrup page. 
First, we'll give an OK AS INSERTED 
to the men who dreamed it up. 
DAVID S. BURCAT and G, ROBERT GOrT- 
rELMAN, copywriters, and JOHN B 


PARKER, art director, Leeds & North 
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rup Co. advertising division, Phila- 
delphia. Now we'll try to tell you 
why Illustration, first, of course 
It just intrigues us to death. Ter- 
rific, hey? Not the headline. Most 
prosaic that . . “Your Switchboard 
to Precision Data.” Text, well, 
Look how it plugs one 


Read 


could be 


feature, no more 


Cont Schenck Meschinentobrit Darmetod? Gmb 0. 


Milton Roy Co. sounds the specific 
but good with this headline, “One- 
Half of One Per Cent Accuracy with 
this Milton Roy Pump.” Carl Schenk 
of Darmstadt, Germany has a novel 
approach on his weighing machines. 
We'd probably consider it corny, 
this picture of Justice and her 
scales, “Trusted by All,” but some- 
how Carl sounds sincere. Here's 
the opening sentence, “As you see 
here, even Justice trusts the scales.” 
And, before we bow out, a_ nice 
head, and smart picture contrast in 
the Koppers page on electrostatic 
precipitators, “What do these two 
‘smokes’ have in common?” First 
pic, hand holding up lighted ciga- 
Second . . 
of a_ plant 
Write Koppers 


rette. smoke pouring out 


chimney Answer? 


BOOST-OF -THE-MONTH 


To K. H. BOHAKER, sales manager, 
Sigma Instruments, Inc., Boston, for 
the Sigma Instrument ad reproduced 
here large enough to read in case 
you haven't seen it already. Ah, 


life can be beautiful! 


The Copy Chasers 


wr do 


w BFrLCcraAB™ 





SEND FOR FREE 
BOOKLET 


Now... you can make 3 copies of a letter in 1 minute 


Faster because .. . in just one minute 
you can get 3 legible black-on-white 
copies of any letter, chart, report, file 
card, or other office-size vaper. Even 
the pages of a magazine or book can 
be copied. Think how this will enable 
you to dispatch information immedi- 
ately ...the hours of costly retyping 
it will eliminate. 


on ordinary 


paper with the 


KODAK VERIFAX 
PRINTER 


Easier because . . . anyone can learn 
to make Verifax copies in less than 
5 minutes. All you need is a Verifax 
Printer. Simply expose letter with a 
sheet of Verifax Matrix Paper. Then 
insert matrix into activator and with- 
draw with a sheet of ordinary paper 
There’s copy No. 1. For additional 
copies, merely repeat last step. 


Here’s the sensational new develop- 
ment of the Eastman Kodak Company 
which enables you to reproduce your 
letters, charts, and other records on 
ordinary paper instead of on specially 
treated papers. And you can make 3 
of these photo-exact copies — instead 
of 1—from each sheet of Verifax 
Matrix Paper. 


The only equipment needed is the 
compact Verifax Printer shown here. 
It’s designed for every office and 
priced for every office $240. 
And it quickly pays for itself by copy 


only 


ing vour records faster, easier, more 
economically. 


Costs less because vou make your 


copies on ordin iry paper using only 


one sheet of matrix paper. Thus you'll 
get 3 copies for less than four cents 
And think of this 
place your Verifax Printer where the 


make 


lighting 


aplece vou can 


paper work is heaviest your 


copies under present room 


immediately as needed. 


Verifax copying saves wherever there’s paperwork 
EASTMAN KODAK COMPANY, Industrial Photographic Division, Rochester 4, New York 


Name — 


eli | | 


Address 


Gentlemen: Please send free Verifax booklet and names 








____ Position 





State 





City 


of near-by Verifax dealers 
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Works Manager 


APPROVAL 


Electrical Superintendent 


enema eae 


AauTwonzep APPROVAL 


Chief Tool Engineer 


Master 





When your salesmen call on industrial plants, they personally know 
the men whose “OK” means an order. They know that the actual 
buying influences can be located only after repeated plant calls, be- 
cause titles and buying patterns vary from plant to plant. 


MILL & FACTORY operates on the same sales-contact principle. 
Throughout industrial America, 1,645 sales engineers know the 
specifying and buying patterns in plant after plant. They build and 
maintain MILL & FACTORY ’s reader circulation on the basis of 
these repeated personal contacts. 


That is why your advertising message in MILL & FACTORY exer- 
cises maximum impact—paid copies go directly to the men your 
salesmen must see to sell—carefully selected men with proven buy- 
ing influence. 


A CONOVER-MAST PUBLICATION 


205 €AST 220d STRECT *¢ WEW YORE 17, WY. 





Ong 


Mills Factory 


December 1 153 /108 





editorially 


A Crusade for Audits 

® Robert E. Harper, president of National Busi- 
ness Publications, Inc., made a suggestion in his 
report at the annual convention of NBP in Chi- 
cago recently which we believe advertisers and 
agencies would like to see carried out. It was 
that a crusade be undertaken by the whole field 
to stimulate publishers who are not now members 
of any auditing organization to provide this au- 
thenticating service for the benefit of their clients. 

While it is no doubt true that the media which 
receive the bulk of advertising expenditures in 
the business paper field are audited, the fact re- 
mains that much more than half of all the business 
publications in the country are not audited. Many 
of them submit sworn statements of circulation, 
and some provide no circulation information 

Media which offer sworn statements of circula- 
tion, broken down to show the distribution in 
each of their major classifications, could provide 
audit reports without much additional labor or 
expense, since the same data would be readily 
converted to the forms used by the audit bureaus. 
In some cases the publishers feel that the voca- 
tional breakdowns used in their fields at present 
are unacceptable, but we feel sure that this is a 
minor problera which discussion would resolve. 

Business executives who have an opportunity 
to study the use made of advertising in other 
countries of the world find that it is held back 
and deprived of acceptance mainly in areas where 
the audit of publication circulations has not been 
adopted Zusiness does not have the confidence 
in advertising which follows the general use of 
authenticated statements of circulation and geo- 
graphical and market coverage. 

Advertising has expanded and become a stand- 
ard business policy largely because factual infor- 
mation about media has been available for most 
important publications in the business and indus- 
trial field. Publishers who for one reason or an- 
other are not members of ABC or CCA are urged 
to give the subject attention. They will find it 
good policy and good promotion to give circula- 
tion information to advertisers and agencies in 


this form. 
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Merchandising Aids for Dealers 

® Industrial advertisers are now beginning to 
realize the importance of providing better and 
more complete merchandising aids to their dealers 
and distributors. Store and window display, at- 
tractive packaging and other promotion material 
are appreciated by distributors of industrial prod- 
ucts, just as they are by merchants in the con- 
sumer goods field. 

Suppose an industrial distributor wants to make 
a special drive to introduce your new or improved 
product. What kind of help do you, the manu- 
facturer, offer him? Can he get cut-outs, posters, 
streamers or other store display material? Prob- 
ably direct mail is available, and perhaps mats or 
electros of advertisements supplied by the factory 
may be obtained, for publication in local or re- 
gional media. But the need is for a planned pro- 
gram, a package of merchandising materials from 
which the distributor may select the items which 
fit into his own particular operation. 

Shelf goods in the dealer’s stock should have 
the benefit of improved packaging. Industrial 
merchandisers who have studied this problem 
have found that they get better position in the 
distributor’s stock if their packages are interest- 
ingly designed, attractive in appearance and pos- 
sessing sales appeal. Even if the store traffic is 
not heavy enough to justify spending more for 
good packaging on this ground alone, think what 
impact it has on the dealer and his salesmen. And 
the competition for their time and attention is 
keen enough to make it worth while to generate 
additional enthusiasm for the well-packaged 
product. 

It’s easy to complain that industrial distributors 
don’t cooperate, and fail to hold up their end of 
the contract. But human nature being what it is, 
the distributor and his sales organization will re- 
act more promptly to the manufacturer who shows 
that he understands their problems, and provides 
the merchandising tools with which they can work 
successfully in presenting the manufacturer’s 
product to the buying audience in their particular 
markets. ” 
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In 4 out of 5 Plants 


Receiving it... | BLUE 
MacRAE’S$ coox 


is the Most Used Buying Reference 


84% of the 4,491 buying decision makers who signed and returned 
the questionnaire enclosed in the 1953 BLUE BOOK state they use 
MacRAE'S “exclusively” or “principally” in selecting sources of supply. 
Here is proof that your sales message in MacRAE'S gets preferred 
attention from preferred prospects... the BLUE BOOK goes only to 
the more than 18,500 dominant industrial plants and governmental 


points of purchase in America. 


of 10 Plants 








WOMB 
aparece 





Keep ice 
70.7% of replies to MacRAE'S questionnaire state that on receiving a 
new BLUE BOOK the old copy is passed to other departments for con- 
tinued use. Thus MacRAE'S takes your sales message through America's 
dominant industrial organizations, and sells through extra years. 


The 61st annual MacRAE'S BLUE BOOK closes Decem- 
ber 15. Reserve your space now, or call your agency. 


You | : ONE BOOK :27.7::., 
Also — 


Need... 
' MacRAE’S sco 


18 East Huron Street, Chicago 11, Illinois 
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WRITTEN 


AND DELIVERED TO 


‘Tue one man in American industry today who has 


more responsibility than any other man, for the operation and 
maintenance of industrial plants . . . is the plant engineer. 

‘The plant engineering function is the hub of all industrial 
buying for material handling equipment, power utilization, power 


distribution, plant maintenance, heating and air conditioning, 


1. ONLY the plants that do the greatest percentage of buying 
are found on our circulation list. 
Plant Engineering is building 
Product Acceptance for Hundreds of 


Manvtacturers every year... 


Over 26,000 plants doing 85% of the business 


2. ONLY the plant engineering men who directly influence 


the purchases, receive the magazine 


is why... | 
Hore is why we con dot Over 36,000 pliant engineering men 


for you... too 


3. ONLY editorial material of vital interest to every reader, 


is used each month. 


TECHNICAL PUBLISHING COMPANY 
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THE MAN WHO BUYS 
mee ) 


yower supply, lighting, and production equipment. 
5 5S 1 
You as a sales manager, or advertising manager can find Mr. 


Plant Engineer every month, reading his favorite business magazine 


. .. because every article in Plant Engineering is written with the 


plant engineer in mind. 


Is there a better place to put your advertising dollar? 


Today over 200 top manufacturers, all leaders buying influence of the men who read Plant 
in their field, are using Plant Engineering to build Engineering. 

product acceptance for their line. Many of these If you haven’t tried Plant Engineering .. . 
manufacturers proved the value of Plant En- Write to Technical Publishing Co. today for our 
gineering by conducting their own studies of the important story on building Product Acceptance. 


NEER 
b rs seu THE PLANT ENGI is 
as soip YOUR provous 


em 
rome youve 


PLE 2-53 


December 1953 /103 


110 SOUTH DEARBORN ST., CHICAGO, ILL. 





everyone’s talking about... 


... and the increasingly important roles played by research 
and analytical chemists in America’s laboratories, especial- 
ly in the specifying and buying of research, analytical and 
plant control instruments, laboratory equipment and ap- 
paratus, reagent and research chemicals, and component 
parts for instruments. 


You'll soon be talking about the wonderful sales results 
when you direct your products’ advertising to these men 
in ANALYTICAL CHEMISTRY, the meeting-place of 
the hard core of important buying factors in the 
$3,000,000,000 research market. They read ANALYTI- 
CAL CHEMISTRY because it 1s the on/y magazine that 
provides them with technological data about the latest 
developments in their highly specialized field . . . and 
these developments appear on both the editorial pages 
and the advertising pages. That's why more and more 
advertisers are learning that— 


ANALYTICAL 
CHEMISTRY 


sells the 3 billion dollar 


research market 





An AMERICAN CHEMICAL SOCIETY Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


CHICAGO ¢ CLEVELAND ¢ SAN FRANCISCO ¢ LOSANGELES ¢ SEATTLE .¢ DENVER ¢ DALLAS 
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NIAA 


Chapter activities 
of the National Industrial 
Advertisers Association 





Ne 


Launch adman’s ‘idea exchange’ 


Hartford chapter accents 
case histories, swapping 
marketing experiences 


® HARTFORD, CONN. .. A new, indus- 
trial marketing “idea exchange” has 
been launched successfully by the 
Western New England chapter of 
NIAA as a section of its monthly 
programs, 

The idea exchange features a 
presentation by a chapter member 
of an explanation of some unusual 
technique that he has instituted, 
from which his fellow-members can 
benefit. The exchange is in addi- 
tion to regular speakers, panels and 
visits by guest authorities. 

The idea exchange, which reflects 
the provision in the chapter’s by- 


laws that the chapter is designed in 
part to permit members to benefit 
from each other’s experiences, had 
its inaugural at a monthly meeting 
when Don Buckwell, assistant ad- 
vertising manager, Stanley Works, 
New Britain, Conn., explained the 
workings of the Rolloramas, his 
company’s two traveling exhibit 
coaches. 

The program also featured a sym- 
posium on advertising budgets, 
which developed inte a debate be- 
tween two advertising managers and 
two sales managers. The admen, 
David W. Niven, Lewis-Shepard 
Products, Watertown, Mass., and C. 
Leonard Shaw, Norton Co., Wor- 
cester, Mass., insisted that top man- 
agement did not permit trained, 
professional advertising men enough 


Award Presentation .. WH. Grosse, acting advertising manager, Monsanto Chem- 
ical Co., Texas Division, is shown receiving first prize, $2,500 and a citation plaque, in the 


National Putman Awards 1953 competition. 


Col. Russell L. Putman, president of the Chi 


«ago publishing house, is making the presentation, as Charles Allen Thomas, Monsantc 


president, looks on. 


National headquarters + 
William C. Sproull, president 
Blaine G. Wiley, executive secretary 


news 


1776 Broadway, New York 19, N. ; 


leeway in making expenditure deci- 
sions and generally sought to exer- 
cise executive powers over matters 
in which they admitted they were 
not expert. 

On the other hand, John F. 
Dreier, Hart Mfg. Co., Hartford, and 
Thomas Hughes, Utica Drop Forge 
& Tool Co., Utica, N.Y., the two 
sales managers, pointed cut that 
their primary interest was sales, and 
that they could approve budget rec- 
ommendations only when some ade- 
quate proof was presented to them 
that the suggested expenditures 
would produce sales. 

Roland B. Smith, assistant profes- 
sor of marketing, University of Con- 
necticut, served as moderator. 


National study aims 
at public relations problems 
® pirtssuRGH . . Robert C. Myers, 
NIAA vice-president, and director 
of product development for the 
commercial division of U. S. Steel 
Corp., is sparking a nationwide sur- 
vey on NIAA public relations. 
Under the new organizational 
plan set up by President W. C. 
Sproull some months ago, Mr. Myers 
is responsible for co-ordinating ac- 
tivities of all committees concerned 
with NIAA’s external relations. The 
survey is expected to produce a 
clearer picture of the organization's 
public relations problems. 


Most admen are sissies, 
Burton Browne tells CIAA 


® cHIcAco . . Most advertising men 
are sissies, Burton Browne, presi- 
dent, Burton Browne Advertising, 
told the Chicago Industrial Adver- 
tisers Association at their October 

meeting. 
Dr. Browne’s statement was based 
on his belief that advertising men 
Continued on page 112 
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“follow the herding instinct” and 
are reluctant to get out of the com- 
fortable rut of conventionality and 
strike out with something new, dar- 
ing and different. 

“If it’s what grandfather did, then 
most advertising men are quite will- 
ing to do it again,” Dr. Browne said. 
“They get lots of support from heads 
of manufacturing companies, sales 
managers and advertising man- 
agers.” 

“This unwillingness to change is 
taking place at a time when adver- 
tising men are members of an elite 
profession that numbers relatively 
few thousands of members and yet, 
next year, will be charged with the 
responsibility of spending $8 bil- 
lion.” i 

He cited the predominant use of 
red in color advertising as a good 
illustration of ad men’s conservatism 
when “there are hundreds of colors 
available for our use.” 

How not to be an advertising 
sissy was illustrated by Dr. Browne 
when he described a series of ads 
prepared for a client who finds it 
necessary to introduce new products 
frequently in a highly competitive 
and fluid market. 

The cost of discarded plates be- 
came a big problem, Dr. Browne 
said, but the problem was solved 
by using smaller space ads with 
“spookey” illustrations and _ color 
and bleed. The ads, Dr. Browne 
said, delivered an equally effective 
sales message and saved the client 
money when they became obsolete. 


Milwaukee chapter starts 
incentive plan for members 


® MILWAUKEE Members of the 
Milwaukee Industrial Marketing 
Association have a good reason for 
seeing to it their dues are paid up. 

The Milwaukee NIAA chapter has 
inaugurated a plan whereby paid- 
up members receive each month a 
complete transcript of the talk given 
at the monthly meeting. It’s an in- 
centive to old members to pay dues 
promptly and to prospective mem- 
bers to join as soon as possible so 
they will have the complete series 
of program talks. 
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Industrial 3-D . . Richard 


strial Advertisers, smiles 
»sident, Stone Container Corp. 
ight is Dick Hodgson, 


meeung 





aa THE 1929 convention of the 
National Industrial Advertisers As- 
sociation was scheduled for three 
days in Cincinnati, beginning Sept. 
30 

Gorton James. chief of the domes- 
tic commerce division, U. S. depart- 


ment of commerce, explained the 
experimental Cleveland industrial 
census. 

“The primary purpose of this trial 
census,” he said, “is to prepare the 
way for the national census . . to 
bring together the necessary infor- 
mation so that we can design and 
organize the census of distribution 
to cover this first end of the chain of 
distribution.” 

The census will be taken during a 
four week period, after which a 
complete evaluation will be made to 
improve the questionnaires for the 
national census. 

George H. Corey, first vice-presi- 


dent, NIAA, has been appointed a 
member of the legislative committee 
of the advertising commission of the 
International Advertising Associa- 
tion. 

K. C. Watsun, publicity and ad- 
vertising manager, Commercial 
Credit Co., Baltimore, pointed out to 
the Eastern Industrial Advertisers 
in Philadelphia that installment plan 
buying of industrial equipment has 
made it possible for any responsible 
company that can show a real need 
of equipment to buy and pay for it 
from money saved or earned by the 
new machinery. 

This type of buying may soon 
make it possible for a manufacturer 
to finance his own requirements by 
dealing directly with’ the credit 
company, thus eliminating the ne- 
cessity of having the manufacturer 
of the equipment involved in the 
transaction, Mr. Watson said. 


ontinued on page 





The Advertising Man’s Best Buy! 


NIAA ...the largest individual membership 
advertising organization in the world; almost 
4000 people associated with industrial adver- 
tisers, advertising agencies, publications, and 
the graphic arts. Chapters located in 33 cities 
in the U. S. and Canada; memberships-at-large 
available to those who do not live in or near 
chapter cities. 


NIAA continuing programs, at the chapter or 
national level, include. Advertising Awards, 
Budget Survey, Business Paper Readership, 
College Cooperation, Conventions and Exhibits, 
Industrial Advertising Effectiveness, Manage- 
ment Relations, Media Practices, Research 
Planning and Control, Interassociation Relations. 


Get the whole ators! 








National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y. 


Please send me a copy of the booklet “If You 
Sell to Industry”, describing what NIAA has to 
offer me, plus list of chapter locations. 


Name 


Company - 

Nature of business 
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How to walk 


into the boss 


HERE'S A LOT that jsn’t known about industrial advertising. 
But you owe it to yourself to be equipped with the known 
facts, to be able to quote the knowm experiences. 


NIAA membership can help you be a man who knows the 
answers. At chapter meetings you'll trade experiences with fellow 
advertisers, agency men, representatives of media and the graphic 
arts. You'll find well-organized round tables, panel discussions, 
and business-like presentations by men in your business. 


Your membership also entitles you to draw on the library of 
information on readership, budgets, media practices, research, etc., 
organized and released by NIAA headquarters. As an example of 
such activities, you'll want to know about the new NIAA Research 
Institute. Organized last year, it is starting operations with an 
$80,000 fund, subscribed by hard-headed business men, for the 
sole purpose of getting more facts about industrial advertising. 

When you walk in to the boss with the answers, you’re walking 
into a better business future for yourself. Send the coupon today 
and get the full story on NIAA membership. 


NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION LS val 


imOuUST#@iaL 
AOvEiRTintas 


scembe 





NIAA NEWS 


Rochester chapter enlarges 
scope of membership 

® ROCHESTER . . Rochester Industrial 
Advertisers, chapter 24 of the Na- 
tional Industrial Advertisers Asso- 
ciation, has enlarged its scope and 
shortened its name. 

The organization has been re- 
named “Rochester Advertisers.” 
Earl B. Holdren, Ed Wolff & Asso- 
ciates, president of the group, said 
that membership will be open to ad- 
men in consumer, retail and profes- 
sional fields in addition to industrial 
admen. 

The group will include an indus- 
trial section that will continue to 


operate as chapter 24 of NIAA. 


Publicity without planning 
won't get results . . Sasso 
® PROVIDENCE, R. I. You cannot 
get what you should get from in- 
dustrial publicity unless you inte- 
grate it into the over-all industrial 
sales picture, John Sasso, vice-pres- 
ident, G. M. Basford Co., New York, 
warned admen at a joint meeting 
of Boston’s Technical Advertising 
Association and the Western New 
England Industrial Advertising and 
Marketing both NIAA 


chapters. 


Council, 


Asserting that a tightening of the 
1954 will demand the 
most efficient use of all promotional 
techniques, including planned pub- 
licity, he said: 

“To take fullest advantage of this 
useful technique, make sure you do 
it right . . or not at all. But know 
why you do it, what you expect to 
gain from its use, and how it fits 


economy in 


into your over-all selling plan. 
“Publicity must be 

fitted to the specific problems of 

the product sale. 


techniques 


Results can only 
be measured if you know objectives 
in advance. Column-inches, equiva- 
lent-paid-space, and inquiries are 
fallacious measures of publicity ef- 
fectiveness.” 

Warning his audience that “you 
can't pull advertising expenditure 
rank,’ Mr. Sasso stressed the fact 
that publicity men lose friends when 
they talk about advertising space to 


editors. 
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Research Institute adopts 
$113,878 budget for 1953-54 

® CLEVELAND .. A $113,878.88 budget 
for the Industrial Advertising Re- 
search Institute has been approved 
by the NIAA board of directors, ac- 
cording to a new news letter, which 
has been distributed by the institute 
to members. 

The “News Letter,” which has 
been established to keep members 
informed of institute activities, will 
be mailed periodically. 

Anticipated expenditures for 1953- 
54 under the adopted budget include 
operations, $42,000; membership 
council, $2,400; technical advisory 
council, $300; budget study, $34,000; 
study, $12,430.43, and 


inquiries 


available for research projects, $22,- 
748.45. 

Four new members have joined 
the institute’s exhibits project coun- 
cil, which is studying a_ possible 
project in the area of exhibit tech- 
niques. The new members are Ken- 
neth E. Knowles, Clapp & Poliak, 
New York; R. D. Towne, W. L. 
Towne Advertising, New York; 
Quinton Kenny, Lindberg Engineer- 
ing, Chicago, and J. C. Freyberg, 
Panellit, Chicago. 

Approximately 92% of the charter 
subscribers to the institute have 
paid their pledges for the second 
year, and more than 90% of the 
funds originally subscribed have 
been received. ® 


Where travelers can find NIAA activity 


Chapter schedule of the National 


Chapter Time 


Industrial Advertisers Association: 


Subject to Change 


Place 





Albany 2nd Wed 
Baltimore 
Boston 
Buffalo 
Chicag 
yincinnati 


Cleveland 


University Club 

Lord Baltimore Hotel 
Hotel Vendome 

The Park Lane 

Builders Club 

Maketewah Country Club 
Allerton Hotel 


7 
Amer 





Your sales message in M.P.A. tonight, 
stimulates buying action tomorrow 
in the $90 billion Industrial Midwest! 


industrial Ratio Map of the U. §&. 


Area of each state in exact ratio to its 
industrial value. M. P. A. covers the 


"Heart" exclusively! 


A few of the ‘‘national"’ advertisers 
who use over 50% of the space: 


Dupont 

U. S. Steel 
Republic 

Ohio Gear 
Nicholson File 
Assoc. Soring 
Nat'l Malleable 
Wickwire-Spencer 
Roebling's 
Tube Turns 
Chase Brass 
Bridgeport 


Scovill 
American 
Not'l Screw 
Reliance Elec. 
Standard Oil 
Cities Service 
American Box 
Hinde & Dauch 
Robt Gair 
Osborn Brush 
Ohio Injector 
Blaw-Knox 


Know this man? If you sell to industry, you must sell to him—the industrial 
P. A. Men like him are doing all the buying for thousands of firms in the 
Heart of the World's Richest Concentration of Industrial Purchasing Power. 
He's your prime prospect! 


o/ ¢ 


Know his magazine? M. P. A. guarantees 100°, ‘buyer’ coverage in the 
“Heart of Industrial America" exclusively. It actually goes home with the 
P. A., because it's the one and only official organ representing his own, and 
other powerful P. A. Associations in the “Heart."’ For the P. A. it is ‘re- 
quired’ reading—Association news and event calendar; "desired" reading— 
personals about himself and fellow members; plus many departments edi- 
torially tailored to his professional needs. Your sales message here reaches 
the right audience under the most favor- 

able conditions. Let M. P. A. Sell for you 

where the buying is done. Start with the (Contoining 


next issue! 14 i) on your 
" letterhead 


Write for 


a 
Winey 
aT Roster Issue 


HG gy) 
an 


639 Penton Building 
Cleveland 13, Ohio 
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employe communications 


public relations 


The Tables Are Turned . . 1953 trend: industrial editors entertained and educated 


their managements at this ‘Bosses’ Night” 


meeting of an editors grour 


by Robert Newcomb 


and Marg Sammons 


1 
il 


kford 


spark communications in 1953 


® IT'S DECEMBER, and at the end of 
a calendar year a department ought 
to look back over 12 months 
and see what took place. In the 
field of employer-employe commu- 
nication and in community public 
relations many trends become facts, 
and many developments become 
practices to be bound into the com- 
The world of 
communications is made up of doers, 
but the doers are outnumbered by 
the watchers; once the experiment 
is over and the results look good, 
There 


wrong 


pany policy manuals. 


the watchers climb aboard. 
is nothing either new or 
about it. 

Here are some of the happenings 
of 1953 that seem to deserve inclu- 
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sion in the history books of com- 


munication: 


Managements Set for Future . . 
The results of the 1952 election 
startled some management skeptics: 
they found out what good communi- 
cations could do to mass opinion. 
Certain companies decided that the 
battle for men’s minds was won, 
that no further public relations was 
required. Other companies . . the 
wise ones and the more numerous 

regarded the election outcome as 
a mandate from the people not to 
be shrugged off. They have since 
gone to work to make good com- 
munications with employes a last- 


ing institution. In communications 


Industry’s relations with 
Employes/ Stockholders 
Distributors/Suppliers/ 
Neighbors 





conferences this past year, company 
managers have not been looking 
alone at the crisis of the day, but at 
the effect of today’s crisis upon the 
employe thinking of tomorrow. To 
speak frankly today, these com- 
panies sense, is to have listener con- 
fidence when they need it next. 
Thus the good communications pro- 
grams of 1953 are set for the long 
haul. Suggestions of business de- 
clines, or tightened purse-strings 
may make good managements more 
careful about communications ex- 
penditures, but it won’t scare any 
of them off. 


Field Broadened .. Judging by 


the various conference exhibits, 
many new devices of communica- 
tion were launched during the year. 
These were such tools as newsletters 
for employes, plant bulletin board 
programs and annual reports. Many 
were started by companies which 
for years had never had any formal 


communications. 


More Free Expression . . During 
1953 the editorial pages of many 
employe journals were mechanisms 
to watch. For years many of them 
had prattled away on_ general 
themes, but during 1953 there was a 
slow but sure change in editorial 
emphasis. Managements started to 
talk business to employes, to dis- 
cuss the problems of management 
and of industry generally. 


New Interest in Functions . . 
During 1953, even in the face of 
business uncertainties that were 
freely discussed, management rec- 
ognized the need for putting firmer 
foundations under employe com- 

company, 
shifts were 


1 on page 12( 


munications. In one 


whose administrative 
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Typical Remington Rand binders 
tailored to users’ requirements. To 
appreciate them fully, you'd have to 
see themin their actual rich color 
and texture. 
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free IDEAS TO oii INCREASE SALES 


Phone or write today for your free copy of this 
new Remington Rand catalog “Binders That Build 
Business.” It’s packed with facts, ideas and sug- 
gestions for making your product literature and 
sales presentations more effective, more resultful. 

In this fully illustrated 40-page book, you’ll also 
get the full story on important new binder design 


improvements resulting from years of research 


and development. Improved locking and unlocking 
mechanisms, for instance, to make sheet changing 
easier... superior styling and handsome cover 
materials that form a background worthy of your 
finest products... and the exclusive ‘““Rem-Bossed 
Process” that personalizes your binders with beau- 
tifully clear reproductions of your logotypes, 


trademarks or corporation seal. 


Don’t miss this opportunity to learn what’s 
r 1 newest and best in the field. Send in the coupon. 
Remington Rand tne. For free copy of Catalog LL-234, visit your nearest 
Management Controls Reference Library 


Room 1536, 315 Fourth Avenue, New York 10. Remington Rand Business Equipment Center, or 


write to Management Controls Reference Library, 


Room 1536, 315 Fourth Avenue, New York 10. 


Memington. Prantl 


PROFIT-BUILDING IDEAS FOR BUSINESS 


’ 


Kindly send free copy of “Birders That Build Business.’ 
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this is a system... 
(am obeatiomechanical system, ) 


This new crankshaft balancer is a SYSTEM...a single, unified 
electromechanical design. It couldn't have been made ...to balance a shaft to a 
hair's breadth, faster, automatically . .. without new electrical knowledge. 


There’s a tremendous pressure for new machines that ‘‘think’’ and ‘‘feel’’ and actuate motors to 
do one job after another—automatically. Like a new crankshaft balancer to keep pace with the 
highspeed automotive industry. Or a new automatic washing machine that takes the ache out of 
Mrs. Grundy’s Monday. 

These new machines and appliances are electromechanical...each a complete integrated 
system. You can’t separate the cams and gears and bearings from the servos, solenoids and 
switches. They’re all part of the integrated design. So’s the steel...the aluminum... the 
plastics. But the dominant factors in these systems are electrical (or electronic). It’s the new 
electrical technology that’s challenging the engineers . . . a technology growing so fast that much 





of it has to be learned as ii happens. 

That’s why ...no matter what else engineers in charge of design development may read 
today ... they reach for ELECTRICAL MANUFACTURING with the sharpest interest. Here they find 
the new facts they must know—to keep pace with the automatic age. 

ELECTRICAL MANUFACTURING reports on all the areas of movement that underlie today’s swift 
progress in product development. It analyses new designs... takes apart the whole electro- 
mechanical system . . . shows how the new electrical components . . . the new, improved materials 
... tie in with the basic mechanical elements. It incerprets the fast-changing technology in terms 
of practical problems . . . suggests fresh applications for every new idea. 

In the broad, booming field of electrically operated products that doubled its volume in the 
last five years, ELECTRICAL MANUFACTURING helps shape the design thinking of the men who 
control the specifications. It paces the field ...sparks the new designs... gives the engineers 
what they need most. It sells because it’s read more searchingly. It sells .. . not just more elec- 
trical components. .. but more of everything that goes into the whole electromechanical system. 


Electrical | 
Manufacturing 


The essential magazine for every engineer 


designing electrically operated products 





THE GAGE PUBLISHING COMPANY «- Publishers to Industry Since 1892 + 1250 Sixth Avenue, New York 20, N. Y 
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WHAT'S IN 
THIS SYSTEM? 


Here are some of 
the materials and 
components that 
were design engi- 
neered into the new 
Tinius Olsen Auto- 
matic Crankshaft 
Balancing Machine. 
They give some idea 
of the scope of the 
market. 


Air Cylinders 

Aluminum 

Amplifiers (High-Gain 
A.C.) 


Capacitors (Metalized 
Paper) 

Conduit & Fittings 

Contactors 

Copper 

Computer 

Drill Units (Hydraulically 
Operated) 

Fasteners 

Meter (Electronic Phase 
Angle) 

Motors (4 to 3 hp.) 

Motor Starters 

Pickup (Magnetic 
Velocity) 


Pneumatic Valves 
(Solenoid Opesated) 


Potentiometers 

Pump (Coolant) 

Rectifiers (Metallic) 

Relays 

Resistors (Precision) 

Rollers (Precision) 

Servo Motors 

Silver 

Solenoids 

Springs 

Steel Weldments 

Switches(Limit, Plugging, 
Sequence) 

Terminal Blocks 

Timers 

Transtormers 

Tubes (Electron) 

Universal Joint 

V-Belt (Velos) 


Voltmeter (Low-Fre- 
quency Vacuum Tube) 


Wiring 
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employee communications . . 
begins on 5 it 


lauded here some months back, the 
communications assignment 
lifted out of the riptide of labor re- 


lations, and placed in a separate de- 


was 


partment, high up on the executive 
floor where Mr. Big could keep an 
eye on it. Personnel and public re- 
lations became the combined re- 
sponsibility of one man. 


Better Community Relations . . 
Concentration on the good neighbor 
policy was not a direct outgrowth of 
a busy 1953; people in public rela- 
tions had been thinking about it . . 
and doing something about it . . for 
many years. However, in 1953, there 
was a livelier activity in the open 
house. 

Associations Expand . . The writ- 
ing societies that represent the in- 
dustrial editing profession continued 
to make sense in 1953. (IM, in its 
November, 1953 issue, described the 
activities of one of these groups . 
the American Association of Indus- 
trial Editors). 
tion, the International Council of 
Industrial Editors, started to explore 
the wider functions of the external 


A brother associa- 


type of publication. 


Big Year for Annual Reports . . 
The year 1953 was the biggest of 
all for 
They 


shapes; some were verbally pre- 


employe annual reports. 


came in many forms and 
sented by management, others were 
passed out to employes in publica- 
tions. The reports became increas- 
ingly frank, the language markedly 
less pontifical. A nationwide con- 
test to determine the best emplaye 
annual reports was announced, the 


first of its kind in history. 


Standards Discussed . . Taking 


a cue from the public relations 
specialists of the nation, who estab- 
lished their code of ethics and rules 
of membership many years ago, the 
editorial groups began to pay atten- 
tion to strengthening the spine of 
industrial communication. 

These were some . . certainly not 
all . . of the developments of 1953 
in the busy, changing business of 
employe communications and com- 
munity public relations. Some of 
the omens are good, but measured 


against the good omens the business 
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needs, the showing is scant. 

As this is written, there are war 
clouds in the sky again; by the time 
this appears, they may have been 
blown away, with the almost cer- 
tain promise of an early return. 
One of the greatest tools in the 
American arsenal is a spirit of com- 


radeship and cooperation between 
employer and employe, and between 
industry and the public, that can be 
enlisted quickly when the chips are 
down. If employe communication is 
working today only toward that end, 
it may some day prove to be the 
noblest mission of them all. = 





Communications man of the month.. 


Can annual reports be conversational? 
He's trying it on Pillsbury people 


Ward B. Stevenson .. 


® EVERY ONCE in a while, some 
speaker from the executive stratos- 
phere gets off the nifty about good 
public relations beginning at home. 
“If you don’t have good relations 
with employes,” he thunders, as 
though he had just discovered per- 
petual motion, “then how can you 
expect to have good relations with 
the public?” 

Ward B. Stevenson is the public 
relations director of Pillsbury Mills 
in Minneapolis, and he was aware 
of the foregoing essential intelli- 
gence long before speakers started 
reminding him of it from platforms. 
The consequences are evident in the 
public relations program at Pills- 
bury, which is bedrock in all its 
phases. What makes Pillsbury emi- 
nently palatable to so much of the 
public is the fact that its internal 
relationships are sound. 

Within the gates, Mr. Stevenson 
has superintended one of the 


brighter journals of employe com- 
munication, an unostentatious tab- 
loid entitled, “Pillsbury People.” 
Space prevents a review of it, but 
here are two samples of the sort of 
item, aimed at the employe, that 
makes sense to the public: 

The annual report for Pillsbury 
is an unusually readable document, 
but Mr. Stevenson was well aware 
that what’s readable (and under- 
standable) to shareholders may be 
a surfeit of bewilderment to em- 
ployes. He therefore arranged for 
a conversational translation by the 
company treasurer in the pages of 
“Pillsbury People,” so that employes 
could understand the report. 

Publicist Stevenson had been con- 
cerned over presidential messages 


’ 


in employe publications for a long 
time. The value of clarity and 
friendliness in presidential messages 
is reflected in the monthly messages 
of Mr. Pillsbury himself, who turns 
out as candid, personal, informative 
and affectionate a department as 
you will find in an employe com- 
munication anywhere. 

The Stevenson activities, of 
course, are not confined to internal 
relationships, and by no means con- 
fined to the employe journal. In- 
ternally, he is busy with all forms 
of employe communication. Exter- 
nally he is active in strengthening 
and promoting the field of public 
relations; in ANA’s commendable 
researches into communication a 
few years ago, it was Ward Steven- 
son who did much of the digging 
and sifting. As may be expected 
from whatever the man tackles, high 
grade ore came out of it. ® 





Don't miss the 


In the Liquefied Petroleum Gas Industry the big buyers 
are the bulk plant operators. These operators consist 
mainly of: 


Distributor-Dealers with bulk storage... whole- 
salers and retailers who are quantity buyers of 
everything needed in the installation and use of L.P. 
gas. They sell and install domestic appliances, and 
they virtually preempt the field in the sale of com- 
mercial, agricultural, and industrial appliances and 
equipment. 


Piped Town Systems (Utilities)... heavy buyers 
of equipment, and of the domestic, commercial, 
and industrial appliances for which there is a market 
in the areas they serve. 
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You Reach the Big Buyers 


through Butane-Propane News 


Publishers’ Statements of the LPG 
publications for the 6 months ending 
June 1953 show that BUTANE-PRO 
PANE News leads in circulation with 


55% more to Distributor-Dealer 
Bulk Plants 


220% more to Piped Town Sys- 
tems with Bulk Plants 


37% more to LPG Producers 
and Marketers. ..and 


46% more paid circulation to these 
combined groups. 


; 
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Complete coverage of the known bulk plants is given 
only by BUTANE-PROPANE News. There are 4,940 
Distributor-Dealer and Piped Town bulk plants (June 
*53 count)—and B-P News serves every one of them, 
with a total of 7,372 subscriptions. The second paper 
in the field shows only 4,618 such subscriptions... 
fewer than the actual number of plants. 


Don’t MISS the big buyers...SELL them through 
the pioneer and preferred* publication of the LPG 
industry—BUTANE-PROPANE News. 


*In eight reader surveys, made independently by 
eight different advertisers in the past 4 years, B-P 
News has been voted first choice by a composite 


margin of 3.32 to 1 


A Jenkins Publication @ 1985. Alvarado Street @ Los Angeles 57, Calif 


Paid Circulation Over 11,000 * Average Total Distribution Over 12,500 * Write for complete facts 
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12 reasons why Progressive - 


every building product and 


ill se eh. theme for 
the year and will present P/A's 
annual PREVIEW of design 
trends, busin $8 Prospects, and 
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Here's the best book to build your schedule around! 

In 1954, Progressive Architecture will present the 

building types holding the greatest potential for sales 

of building products and equipment. This way, we 

hope to be of the greatest service to our subscribers 
. and to our advertisers! 


P/A's overall editorial theme for the year will be 
**ARCHITECTURE FOR THESE CHANGING TIMES''— 
based on the social, economic and technical factors 
which will influence architecture in 1954. P/A plans, 
month by month, to focus on these factors, and to 
study the buildings and building types which they 
have produced. 
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All regular P/A features—covering every phase of ar- 
chitectural practice—will be continued in 1954. These 
include the Newsletter, Gutheim’s new Washington 
Perspective, Progress Preview, Interior Design Data, 
It's The Law, Out of School, Spec Small Talk, Selected 
Details, and the expanded Office Practice series. 


P/A's understanding of the needs of the profession, 
coupled with action to satisfy these needs, have made 
it the most widely read architectural magazine in 
the world. Over 300 advertisers now profit by this 
proved leadership. To find out how your company 
or client can benefit, write or phone your P/A repre- 
sentative today. 





Architecture belongs on 


equipment schedule in 1954 


SCHOOLS ANDE )DELIN STRUCTURAL/ENGINEERING 


Effect on ecenrectate "of growing Effect of architecture of new 
obsolescenéenoft ibuildings. Our structural €oncepts. Will our 
physical plant in many 1 building forms really change with 
ot ju types is obsolete. $ 10U - new structural knowledge? What 
the dena ) is buildi model, née op? W changes are oleagy taking 
ie Cre Meee eg oP : 
types—for childfe business cts — the design place? 
adults? possibilities? 
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NEW ereciwne, sages oN 


of buildings being wd 
new methods of pall 


sity, private? trial construction? methods? 
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Architecture’s most 











widely read magazine... 


Progressive Architecture 


Reinhold Publishing Corporation 
330 West 42nd Street 
New York 36, New York 


World’s largest publisher of architectural books ): 
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im your industrial catalog 


Big flaws: too many type faces . . too large . . too crowded 


By R. A. Falk 


This concludes a series of four articles on 
techniques of modern catalog production. 





® THE ACTUAL MATERIALS that are 
used in designing a visual unit are 
pictures, charts, type, and color and 
shapes, the whole organized into a 
Each element makes 
an essential contribution to the ef- 


design unity. 


fectiveness of the visual units and 
the catalog as a whole. 


Fig. 1 


Pictures should not be used merely 
as “illustrations for text,” as “ad- 
juncts to words.” They should carry 
their full share of the information 
load. They should tell something 
that words cannot tell as compactly, 
interestingly, or efficiently. “In- 
tegration of text and pictures within 
visual units permits organization of 


a wide range of dissimilar elements 


* 


into coherent wholes,’* and_ this 
more often than not is one of the 
most important tasks that good de- 


sign must perform. 


Charts should always be used in- 
stead of words, whenever the cata- 
log material can be adapted to 
A chart is a 
visual device that organizes infor- 


charting techniques. 


mation graphically and in quick 
summary rather than sentence by 
sentence and paragraph by para- 
graph. It may embody photographs 
and drawings if necessary, as well 
as tables and graphs. It need not be 
just a “bar chart” or a “pie chart,” 
or any similar simple statistical de- 
vice. 

Charting of this type is one of the 
most important tools in the posses- 
sion of the modern catalog designer. 
If used with care not to oversimpli- 
fy, it can save an astonishing 
amount of space otherwise devoted 
to dull and repetitious words. 

An outstanding example of how 
charting can shorten a catalog is the 
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Charting, when applicable, makes for concision of in- 
formation. Seven pages, six cuts, and repetitive text in 
the manufacturer's old catalog have been eliminated 
in the new by the chart at right. 





new American Radiator-Standard 
Sanitary plumbing fixture catalog. 
This catalog, which is part of a 
series of plumbing and heating cat- 
alogs designed by Sweet’s research 
department, compresses into three 
visual units plus front and back 
cover, or eight pages in all, material 
that originally occupied 40 pages! 
By effective classification and chart- 
ing of data, the nine pages that for- 
merly were required to describe the 
“Neo-Angle” bathtubs, with a sep- 
arate half-tone on each of the nine 
pages, have now been compressed 
into a single two-page visual unit 
with only two half-tones and a few 
small line cuts. One visual unit is 
here doing effectively a job that 
eight used to do very ineffectively 
indeed. This has been accomplished 
primarily by skillful charting (Fig- 
ure 1). 


Typography is the art of type face 
selection and the distributien of 
type on a page. This may seem, on 
the surface, to be a simple matter, 
but actually it is full of pitfalls. One 


Fig. 2 


of the main reasons for the inade- 
quacies of modern industrial cata- 
logs is poor typography, which can 
be briefly defined as: too many type 
faces, too large in size, too crowded 
together. 

1. Too many type faces. There is 
rarely any need to use more than 
one or at most two type faces in a 
catalog. The specifications for the 
X.Y.Z. brochure previously illus- 
trated provided for only one type 
face throughout, except for the 
company logotype on 
However, if a display type is wanted 
to give emphasis to headings, and a 
book face is adequate for text and 
tables, the two can be combined to 
good effect if they are chosen with 


the cover. 


care and good taste. 


2. Types too large. Big types only 
confuse and distract. They do not 
simplify the flow of 
Some people seem to believe that a 
120-point Gothic heading will at- 
tract the eye and mesmerize the 


information. 


mind. If we were dealing with a 
































poster, this might be true. But in 
a catalog, where effortless flow of 
information is the primary criterion 
of good design, shouting types only 
serve to waylay attention. 

This ukase against oversize types 
does not, of course, extend to cata- 
log covers. Here the company name 
and the product brandname, if any, 
may suitably be presented in large 
type, if that is felt to be an effective 
method of identification. 
3. Too crowded together. The most 
important single element in the 
creation of effective catalog typog- 
raphy for visual units is the skillful 
balance of blank space with legible 
types of modest size and pertinent, 
well-executed illustrative material. 
Overcrowding is one of the beset- 
ting sins of the average industrial 
catalog that has been thrown to- 
gether without serious attention to 
design. The reason for overcrowded 
catalogs is probably a false notion 
of economy on the part of man- 
agement. The number of pages in 
a catalog can unquestionably be re- 


niinued n { 


Shapes and Colors, when adroitly used, not only give a visual unit 
individuality and coherence, but clarify its information. The oval 
at left (here in grey, but actually bright yellow in the catalog) 


serves to hold together the complex wiring diagram that is the 
nucleus of the page. Without the large oval and its small interior 
oval and circles in white, the diagram falls apart. 
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NO WILDCATTERS wanted here at the AF of L’s Int'l. Chem- 
ical Workers Union . . . it’s friendly with the operators, 
faithful to contracts, boasts more members in chemical 
plants than any other union. Here’s a training class learn- 
ing the fine points of driving hard bargains. Unlike many 
industries, CPI organizing has been with little bloodshed. 
One reason. say leaders, is because this ever-changing field 
demands management with vision — men who know how 
to harness capital and labor into smooth-working teams. 





CAUSTIC CARGO — Niagara Falls illustrates the growing 
importance of inland waterways to chemical producers 
as Hooker Electrochemical Co. commences regular ship- 
ments of liquid caustic to New York and Chicago. It’s 
another example of the boom in river and ocean trans- 
portation spreading throughout the CPI. Nobody’s hap- 
pier than the barge men — reports one operator, up to 
90% of the company’s liquid fleet is in chemical service. 


DYEMAKERS’ DELIGHT — Staining unfinished furniture to match home 
decor is but a sample of what’s behind the new surge in household 
dye sales. Adroit promotion has boosted sales to over $12 million in 
applications ranging from dyeing artificial flowers to live dogs. 
Though just a fraction of the giant fabric coloring industry, its fast 
growth and the do-it-yourself-at-home angle provides a stable out- 
look in any kind of economic weather. Next stop — overseas markets. 





ALERT MANAGEMENT: Here’s Executive Vice President Ernest Hart of Food Machinery 
and Chemical Corp., one of the growingest companies in the whole process market. 
Chemicals have received the lion’s share of the firm’s expansion money and they're 


paying off... 


were 51% of FMC’s non-defense sales in 1952 and are scheduled to go 


much higher in ensuing years. “I'd recommend CHEMICAL WEEK to any executive in 
the business,” says Hart. “It’s the best way I know to get a close-up of the entire field,” 


News breaks fast in the Chemical Process Industries 
... like TB drugs, liquid fertilizers, new plastics... 
like market trends, price changes and raw materials 
availability. It’s an exciting, big money market, 
where heads-up management parlays test tube magic 
into million dollar developments that revolutionize 
entire industries almost overnight. And in this news- 
worthy field CHEMICAL WEEK is first with the facts... 
to explain, interpret and analyze ...to make the news 
make sense to process businessmen, 


CHEMICAL WEEK, in sharp contrast to contempo- 
raries, is tailored exclusively to the interests of all 
ranks of chemical process executives. As the infor- 
mation center for business news of the market, it’s 
consulted at every stage of management planning... 
in product development, distribution and production 
...in purchasing of new plants, equipment, materials 
and services, That’s why CHEMICAL WEEK is impera- 
tive to process advertisers in the hard selling days 


ahead... it’s management’s own magazine. 


alert management, and... Chemical Week 


in the chemical process industries... it’s management's own magazine 


A McGRAW-HILL PUBLICATION - ABC’ ABP 
McGRAW-HILL BUILDING, NEW YORK 36, N.Y. 





How to handle visual units . . becins 


duced by squeezing into two pages 
an amount of information that needs 
four pages for effective presentation, 
but the catalog will then be unat- 
tractive, hard to use, a poor buyer's 
guide. Space should be saved by 
intelligent charting and by eliminat- 
ing unnecessary information, illus- 
trations and sloganeering . . not 
by cutting down on the white space 
that is essential for ease and clarity 
of understanding resulting from 
good design. 


Colors and shapes should be used 
not merely as decoration but first 
and foremost as a means of empha- 
sizing and identifying units of infor- 
mation, and of guiding the eye from 
unit to unit. Even more important, 
color never should be used merely 
because it is available. It should 
be made to perform a design func- 
tion by simplifying visual flow as 
well as by increasing visual attrac- 
See what happens when 


the diagram in Figure 2 is repeated 


tiveness. 


Fig. 3 
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without the colored oval. What ac- 
tually happens, of course, is that it 
falls completely apart without the 
unifying element of shape and color. 
Design unification within each 
visual unit and thoughout the cata- 
log is achieved by eliminating as 
many conventional barriers to vis- 
ual flow as possible. Every effort 
should be made to get rid of fixed 
“Bleed” 


techniques should be used, partic- 


margins and page-frames. 


ularly along the inside margins, 
whenever reasonable, since “bleed- 
ing” helps the eye to move easily 
from one information unit to an- 
other. In catalog design, a_ page 
is not a block of type and illustra- 
tions, rigidly separated from the 
next one by a fixed valley of white 
space. A page should be thought of 
as half a design unit, not a complete 
design in itself. 

Summary: Be original and in- 
genious. Do not consider that ex- 


isting visual units in one’s own or 


another company’s catalogs are pat- 
terns to be followed. Always think 
of the two blank pages of a visual 
unit as a new problem. Use past 
examples merely as guide posts, not 


as templates. 


What Covers Must Do . . The 
threefold function of the front and 
back covers of catalogs has been 
previously defined: identification, 
data for the next buying action, de- 
sign unification (Figure 3). A brief 
discussion of each function will 
clarify their importance. 

The front cover must compete 
with innumerable other catalog cov- 
ers for the buyer’s attention. Con- 
sequently, it must reveal the cata- 
log’s subject at a glance and instan- 
taneously identify the manufactur- 
er. The most successful cover is 
the one that symbolizes the catalog’s 
content in one self-evident image. 
This can be achieved by various 
techniques, ranging from a simple 
typographical pattern to an abstract 
pictorial design. 

The back cover must contain 


Covers should do more than identify company and products. As 
indicated by these examples of front and back covers folded out, 
they should act together as a visual container of a specific 
information content: front cover as entrance, back as exit. As the 
exit, the back should direct catalog users to sales offices, branches, 
representatives, or the manufacturer's special services. 
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Plays All Records — 3 Speeds — 33'/3 — 45 — 78 rpm 
For Use With Ali Viewlex Projectors 150 to 500 Watts. 
Sound System Or Projector May Be Used Independently. 


Brilliant pictures and clear “bell-tone” sound 
in one compact economical unit that has 
delighted every educator and sales-manager 
who has ever heard it. 

Two permanent needles © Separate tone and 
volume controls © Uses filmstrip, slide, or 


combination slide and filmstrip Viewlex pro- 
jectors ® “Light Multiplier’ optical system — 
2”, 3", 5",7", 9’, 11" lenses availabie with- 
out change of condenser system. Priced from 
$124.25 up. 


Write Dept. 234 for litercture. 


All VIEWLEX projectors are guaranteed for a lifetime! 


35-01 


QUEENS BOULEVARD, 





LONG ISLAND CITY 1, N. 


Announcing 


CONTESTS 


for Business Paper Advertising 


What makes effective business paper 
advertising? Service to the reader. That 
is the most important single quality of a 
business paper advertisement. Business 
papers are specialized media . . . read by 
people with specialized business inter- 
ests. Advertising that taps those interests 
will serve the reader—and the advertiser 

best. That's why ABP believes that, to 
be fully effective, advertising in the busi- 
ness press must give the reader facts he 
wants and can use in his business. The 
presentation of those facts... through 
copy, art and layout... is, of course, 
important to the success of any advertise- 
ment! But the service factor comes first. 


How the campaigns are judged. First, by 
the service test. What are the campaign’s 
objectives ... and how clearly are they 
planned to serve the reader? 

Second, by the fechnique test. How 
effectively do the ads use layout, typog- 
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raphy and illustrations to meet the ob- 

jectives? Does the copy tell the story 

fully... present the facts clearly? 
Third, by results. Did the campaign 


accomplish the job it set out to do? If 


so, how? 
What your entries should stress. 1. Ob- 
jectives of the campaign, What was the 
background of the campaign? What 
problems was the advertising designed 
to solve? Why did you decide on this 
particular campaign... the space, 
frequency, copy and art approaches? 
What was the campaign trying to do... 
build distribution, get more point of sale 
material used, train sales people, give 
technical data to engineers . . . or what? 
2. Results, What proof do you have 
that the campaign accomplished its ob- 
jectives? Did sales increase? Did you get 
wider distribution? Did you build accept- 
ance for a new product feature? How 
many inquiries did you get for catalogs 


or other literature? How many dealers 
used your merchandising aids? What 
happened? Give the judges facts wher- 
ever possible... and be sure to be as 
definite as you can. 


Follow These Simple Rules 

1. Submit as many entries as you wish. 
2. Each entry must consist of at least 
three advertisements, typical of an en- 
tire campaign. 

3. Campaigns must have appeared dur- 
ing the calendar year of 1953 in business 
publications whose primary listings are 
in the “Business Publications” section of 
Standard Rate and Data Service... not 
necessarily in ABP member-publications. 
4. Mount each advertisement on approx- 
imately 65-lb. cover stock, and allow 
narrow margins for handling. Identify 
separate campaigns by clip or tie ar- 
rangement. /mportant: Keep entries as 
simple as you can, 
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Campaigns that appeared in MERCHANDISING PAPERS 
(directed to retailers, wholesalers and distributors) 
to advertise products for resaie. 


Enter as many campaigns as you wish in each of the 
following divisions: 


advertising to: 
1. Introduce new products or new packaging. 


2. Promote product features and give product 
information. 


3. Merchandise consumer advertising to the trade. 
4. Link merchandise with seasonal promotion. 


5. Describe—and encourage the dealer to use—sales 
promotion aids, such as window displays, counter 
displays, advertising mats, envelope stuffers, etc. 


6. Public relations advertising, including trade asso- 
ciation campaigns, institutional advertising, sales 
training, endorsements, policy announcements, etc., 
and all other advertising not covered by preceding 


divisions. 


7. Multiple page advertising which makes the most 
effective use of 3 or more consecutive pages in one 
issue. The themes of this advertising could embrace 
any one, a combination of two or more, or all of 
the preceding divisions. Contest Rule No. 2 does not 
apply to this division. One one-time insert of three 
or more consecutive pages may be entered. 


28 awards: 7 First Prizes and 21 Certificates of Merit 
Judging and Awards Presentation to be held in N.Y. 


5. With each entry, state briefly on ad- 
vertiser’s or agency's letterhead: 
(a) in which contest and which divi- 
sion the campaign is to compete 
(b) the objectives of the campaign 
(c) evidence of results in relation to 
objectives (see: ““What your en- 
tries should stress.”’) 
publications in which the adver- 
tisements appeared 
name and title of the individual 
responsible for the campaign within 
the advertiser's company 
name and title of the individual 
responsible for the campaign within 
the agency 
6. Be sure each entry is postmarked not 
later than midnight, January 31, 1954. 


7. Address your entries to 
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Campaigns that appeared in INDUSTRIAL, INSTITUTIONAL 
and PROFESSIONAL PAPERS ... or those that appeared in 


Merchandising Papers to advertise products not for resale. 


Enter as many campaigns as you wish in each of the following divisions: 


advertising of: 


1. Construction Materials (basic materials used in the building of 
plants, residences, dams, roads, bridges, etc.). For example: 
fabricated steel, lumber, bricks, roofing, cement, paint, hard- 
ware, etc. 

2. Maintenance and Service Equipment, Parts and Materials: 
(equipment for installation in residences, stores, factories, plants, 
etc... and basic operating supplies used in industry). For example: 
lighting fixtures, heating, distribution panels, lubricants, cleaning 
compounds, repair parts, transmissian belts, etc. 


3. Operating Machinery and Equipment (equipment used in the pro- 
duction of goods or in industrial operation). For example: machine 
and hand tools, drives, instruments, materials handling equip- 
ment, hoists, tractors, power shovels, mixers, distillation equip- 
ment, pipe-laying equipment, ete. 

4. Primary and Process Materials (‘wr/inished” or raw materials 
used in the production of goods). For example: chemicals, metals, 
plastics, rubber, fabrics, insulating materials, food and beverage 
ingredients, etc. 

5. Component Parts and Materials, Containers, Packaging Supplies 
(“‘finished™ items used in the production of goods, or in packaging). 
For example: gears, bearings, switches, tubing, castings, wrapping 
materials, bottles, aluminum foil, etc. 

6. Public Relations and Services. For example: prestige advertising; 
trade association advertising; institutional advertising; advertis- 
ing of transportation, consultants’ and other services; and all 
other advertising not covered by preceding divisions. 

24 awards: 6 First Prizes and 18 Certificates of Merit 
Judging and Awards Presentation to be held in Cleveland 


THE ASSOCIATED ¢ 
1] 


CLOSING DATES FOR BOTH CONTESTS: JANUARY 31, 1954 


Entries must be submitted by advertisers or their agencies 
Their receipt will be acknowledged, but they cannot be returned 
to contestants. Media advertising and an agency's own adver 
tising are not eligible. The decisions of the judges are final and 
include the right not to grant an award in any division in either 
contest. For additional copies of these rules, contact 


Ky 


BUSINESS 
PUBLICATIONS 


founded in 1906 
205 East 42nd Street, New York 17, N. Y. 
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How to handle visual units . . ) 


every item of information about the 
company’s main office, branch of- 
fices, sales agents, distributors and 
that the 
placing an order or obtaining fur- 


so on user will need in 


ther buying information. In many 
this 
clude material on sales engineering 


instances cover will also in- 


and research services. It should in- 
clude telephone numbers as well as 
addresses, but more often than not 
they are forgotten, and many a sale 
has been lost thereby 

The whole cover, back and front, 
should be designed as a unifier as 
It should be 
planned to lead into the catalog and 


well as a container. 
to blend with the main design ele- 
ments. Simplicity and individuality 


should be the keynotes to design. 


Index: What It Does . . When 
a catalog contains several different 


jing 


types of information about one 
product, or several different prod- 
ucts, an index should be included 
to make it easy to find the data in 
the catalog and to show how the 


This 


should refer to section numbers or 


catalog is organized. index 
visual unit numbers, not to pages. 


If a 


units, each one should be identified 


section consists of six visual 
by section number and the number 
of the visual unit in the section, so 
that when compiling the index all 
that will 
number 


be needed is the section 
This 


creases ease of information finding. 


alone. vreatly in- 

The simplest index merely lists 
sections, with a phrase identifying 
the 
More complex indexes not only in- 


subject each section covers. 
dicate where subjects can be lo- 
cated, but also provide data on ap- 


plications and uses, or list individ- 


ual items in classes cataloged, and 
where they can be found. 

CONCLUSION: It should be clear 
by now that a well-designed mod- 
ern catalog requires a new and cre- 
ative approach on the part of both 
the design group and management. 
An effective catalog can be achieved 
only by the coordinated application 
of a variety of skills, dominated by 
the basic purpose of expediting the 
flow of information through improv- 
ing visual flow. 

Other factors being equal, a cata- 
log designed in accordance with the 
principles presented in this series 
of articles will unquestionably be 
instrumental in increasing sales, be- 
cause it will make product selection 
easier and simpler. This, of course, 
is the purpose of modern industrial 


catalog design. 


THE END 





Do you always... 


* Put your name and phone number on news releases? 


@ Identify everyone in your publicity photos? 


@ Write news releases in the right trade lingo? 


s Find the best news slant. . and tell it first? 


Remember the editor .. 
and keep him (and you) happy 


By Herman G. Lustfield 


® LETS ASSUME that you are the 
executive vice-president in charge 
of sales promotion and advertising 
for the Hot Air Mfg. Co. with of- 
fices in the Empire State Building. 
Your principal duty: grabbing as 
much free publicity space in busi- 
ness publications as is possible at 
the lowest budget imaginable. 
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Question: how can you do it and 
still keep everybody happy . . in- 
cluding the boys in the front office, 
the men who will sell your gadgets, 
and especially the editors? 

Now, we'll try to give you some 
answers to help you out. 

Let’s assume that you are making 
your first try for some publicity for 


. or are in- 


You decide . 


you have a couple of “hot 


Hot Air. 
formed. . 
news flashes” for 
semination: first, that N. E. Young- 
fellow, 
sales job out in Denver, is to be 
brought to the Newark office for 
more seasoning and training. At the 
same time, it’s been decided to move 


immediate dis- 


who’s been doing a good 


veteran sales manager O. L. Moss- 
bottom from the Newark office into 
a New York desk from. which, 
later, he can be skidded off into re- 
tirement. 

It’s a typical procedure. Your job 
is to give Youngfellow a puff that 
will tickle his ego him 
into extra activity; at the same time 
let Mossbottom’s friends in the trade 
know why he’s not coming around 


and goose 


to see them. 


It's This Simple . . So, you pre- 
that 
Youngfellow, who spent three years 
in the Marines after working for the 
Hot Air two 
previously, had returned to his post 
in Denver in 1950, but is now being 


pare a write-up announcing 


company for years 


“promoted,” “advanced,” or “ap- 
pointed” to the position of assistant 
. he'll 


take the lousy service calls . . in the 


Newark office. Meantime, Mr. Moss- 


engineering service manager . 


Continued on pace 





30,000 + Circulation 


in Major Markets 


The Alabama Purchasor 
Birmingham 3, Alabama 


The Chicago Purchasor 
Chicago 2, Ilinois 


Connecticut Purchasor 
Ansonia, Connecticut 


Detroit Purchasor 
Detroit 2, Michigan 


Heart of America Purchaser 
Kansas City 2, Missouri 


The Midwest Purchasing Agent 
Cleveland 13, Ohio 


New England Purchaser 
Boston 10, Mass. 


Pacific Purchasor 
San Francisco 5, Calif. 


The Philadelphia Purchasor 
Philadelphia 2, Pa. 


Southwestern Purchaser 
Dallas 1, Texas 


Southwestern Purchasing Agent 


Los Angeles 14, Calif. 


Washington Pur. Agt. & Mfgr. 


Seattle 1, Washington 


Being Neighborly is Good Business! 
Local Level Advertising Sells Industrial P.A.'s 


Your sales message in their own purchasing publications is local 
level advertising at its best! Goes to industrial P. A.’s and their 
Purchasing Departments exclusively. Gets “inside” where the 
buying is done for America’s multi-billion-dollar industrial needs. 
These are the official organs of industry’s powerful P.A. Associa- 
tions, “must” reading for all members—total over 30,000, mostly 


in your major markets—a complete “national package”. Each 
offers you sharply defined market selectivity, and 100% industrial 
“buyer” coverage in its area. Choose the right local combination 
for supporting your national distribution. Check this line-up, and 


write for complete information. 


Write for new Brochure with rates and mechanical information 








Partial List of 
Nat'l Advertisers 
Using Sectional 
P.A, Books 


DuPont 

Columbia Steel & Shafting 
John Roebling's Sons 
Wickwire-Spencer 

Tube Turns 

Osborn Mfg. 

Bridgeport Brass 

Chase Brass 

Scovill Mfg. 

National Screw & Mfg. 
Mclouth Mfg. 

U. S. Steel 

Jos. T. Ryerson 
Babcock & Wilcox 
American Box 

Reliance Elec. & Eng. 
Chicago Rawhide 

Hinde & Dauch 
Associated Spring Corp. 
Alan Wood Stee! 


THE ASSOCIATED PURCHASING PUBLICATIONS 


1213 West 3rd Street, Room 639 °® Cleveland 13, Ohio ® 


MAin 1-3499 
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Keep the editor happy . . )ecins 


bottom, long-time friend of the 
trade in and around Newark has 
been “advanced to the post of man- 
ager of service engineering (indus- 
trial)” at the home office. 

You will 
Mossbottom’s arrival as .an office 
boy in the Dayton office, back in 
1911, and his progress through the 
organization year-by-year; and 
how, in 1936 he was awarded a gold 


include a history of 


watch on the occasion of his twenty- 
fifth year with the company. Also 
you plan to send every editor on 
your list a photograph of each man. 

Well-and-good! That’s the way 
it’s done in some of the best reg- 
ulated publicity factories. 

But how about the editors who 
are to receive your offering? Are 
you giving them as much of a break 
as you give your own men? Re- 
member that the editor has certain 
standards also . . just so-much space 
available for his “Chit-Chat” de- 
partment. Also, to keep peace all 
around, everybody must get a fair 
chance at the said space. So, let’s 
examine your copy first: Which is 
the most important? Youngfellow’s 
promotion or Mossbottom’s  ad- 
vancement to a New York desk? 

Mossbottom has a host of friends 
after all his years in the territory. 
He’s got to be given a decent send- 
off (official burial, as it were) or 
Youngfellow will find he’s got a 
mighty tough row to hoe. So 
build the whole thing around Moss- 
rewarded for his 

Maybe it’s time 


bottom’s being 

years of service. 
to award him another gold watch . . 
as the old one is dying of main- 
spring-itis. So that would be an 
excellent “hook” on which to hang 


the story. 


Action, Not Mugs . . Also, per- 
haps, you can include a_ usable, 
newsy “action” photo of President 
Joe De Mainguy handing the watch 
to Mossbottom. And _ incidentally 
include in the story the fact that 
Youngfellow is coming to the New- 
ark office to fill the vacancy created 
by the general advancement all 
along the line. Maybe De Mainguy 
will even tolerate a pose in which 
Youngfellow looks on while the 
presentation is being made. Thus 
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you will have all the essential ele- 
ments in one picture . . and an edi- 
tor will be happy because you've 
given him an “action” photo rather 
than a couple of static “mugs.” 

And here are some more rules of 
news-writing for you to keep in 
mind as publicity man for the Hot 
Air company. I present them not 
necessarily in one-two-three order, 
but as they come to mind: 

Observe the modus operandi of 
news writing. Start your release in 
a who-what-when-where-how-why 
Don’t try to be “cute” and 
write a feature story. 
Don’t try to write a confused story, 
someone read _ it 


order. 
disguised 
just to make 
through to find out what’s going on. 
Wastebaskets are so handy. 

If someone has been promoted, or 
retired, or elevated to something, 
say so in a straightforward manner. 
Don’t give a complete history of his 
career at the start of the release; 
save it for later, where it belongs. 

If you have the sad job of writing 
Mr. Mossbottom’s obituary, then do 
it in a dignified way (with the 
thought that his ghost is laughing 
over your shoulder.) Avoid sob- 
sister stuff. You’re in a better posi- 
tion to get the details than any of 
Above all, get the obit- 
uary notice out just as fast as you 
can. A little over-time or Saturday 
work won’t hurt you, and a day 
saved may make the difference be- 
tween catching the current edition 
or waiting until next month. 

Don’t write your own headline 
and expect the editor to use it. 

Number and identify every page 


the editors. 


of copy. 

Always type every release double- 
space. Never single-space. If you 
use mimeographed or spirit-proc- 
essed releases, check on the job to 
see that copies are legible. Smeary 
or unreadable releases wind up in 


the wastebasket. 


Making Carbons? Don’t! . . 
Unless you’ve a very limited list, 
don’t use carbon copies. Editors 
don’t like to feel that someone else 
is getting “top copy.” Better yet. . 
take the time to type each release; 
closed letters (e’s, o’s and a’s) tend 
to fill up and become illegible in 
carbons. 


Don’t put your company name in 
capital letters when you use it in 
the release. Few publications where 
you'd want to see your release will 
use it that way and it requires 
additional editing. 

If the publication date is impor- 
tant to the story for reasons of in- 
ternal politics, see that a release 
date is clearly indicated at the top 
of your first page of copy. Better 
yet, make it a rule to date every re- 
lease. 

Always 
firm-name and the publicity man’s 
name at the top of the first page, 
with full address and_ telephone 
number. Maybe there is something 
more the editor wants to know. If 
so, he’ll have an easy job hunting 


. but always . . put the 


you up. 
Keep the whole release as short 

Don’t go overboard in 

Remember 


as you can. 
a Niagara of verbiage. 
you're competing for the editor’s 
attention and for his limited space. 
You're competing with some two 
dozen other companies, and the edi- 
tor will think most kindly of the re- 
lease requiring the least work of 
editing or rewriting. 


Take It Easy . . Don’t over-praise 
either the men or the _ product. 
There’s only one “first company to 
manufacture” gadgets, and yours 
probably isn’t exactly the one. And 
even if you do think you make the 
best ding-bat in the industry, there 
may be a difference of opinion. 
Don’t put the editor out on a limb 

either by saying so or cutting it 
out of your copy. 

Now, about photographs: In case 
you decide to send individual photos 
of Messrs. Youngfellow, Mossbottom 
and De Mainguy, here are a few 
things to remember: 

Keep all of the photos the same 
size, particularly individual photos 

Generally a 5x7” 
. and economical. 


on one story. 
photo is best 

When you send a group photo . 
such as De Mainguy handing the 
watch to Mossbottom with Young- 
fellow and others looking on . . the 
8x10” is good insurance that the 
reduced photo will appear in the 
publication in recognizable form. 

In any event, whatever kind or 
size of photo you use label it. 
Identify the individuals “left to 


Continued on page 136 








PLUMBING < HEATING 
BUSINESS ” «IS YOUR "MARKET EXPERT" 


IF YOU WANT 

THE FACTS ON THE VAST 
PLUMBING AND HEATING 
MARKET 


PHB has earned the title of “expert by being the 
ONLY industry publication to use consistently recognized 
research organizations to gather documented facts on the 
growing plumbing and heating market. 





THESE INFORMATIVE MARKET DATA BOOKLETS ARE ONLY A 
FEW OF THOSE AVAILABLE FOR YOUR USE: 


Men Who Mold The Plumbing & Heating Industry 
(The story of the Industry’s top 30%) 


Saturation Survey of Chemung County, New York 
(A localized survey of what plumbing and heat- 
ing contractors sell) 


The Warm Air Activity of Wet Heat Contractors 


Ate, Aust Out: What's The Score For Fifty-Four? 


(An up to dete comparison of the 
full service books and their impact 
upon the market) 


INDUSTRY’S LARGEST . . . HIGHEST CIRCULATION 
FULL SERVICE BOOK 


a 


OFFICIAL PUBLICATION 


+ NATIONAL ASSOCIATION OF PLUMBING CONTRACTORS 





PLUMBING AND HEATING BUSINESS 


5941 Grand Central Terminal Building , New York 17, N. Y. 
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Keep the editor happy . . bevins 


right.” Always use both the in- 
dividual names and the company 
name. The best method is to use a 
soft black 
names on the back of the photo. 
Many 


slips, either pasted on, fastened with 


pencil and print the 


publicity men use caption 
clips, or stapled. The danger is that 
frequently these slips come off or 
are removed when the photo is sent 
to the engraver. Then it’s just an- 
other waif lost in the wilderness. 
Put it on where it can’t come off. 
But don’t bear down too heavily, if 
you pencil it, or you'll have funny- 
looking squiggles in the resulting 
picture. 

Use typed or mimeographed slips 
if you wish, for long lists’ of 
But always get your com- 
pany name on the photo. A rubber 
stamp is good, but avoid gummed 
labels which tend to curl the pho- 


names. 


tograph. 

Now, let’s assume that your next 
assignment is to get publicity for a 
new product. It may be a new 
heating unit added to the line, or a 
new anti-flashback nozzle The 
company has spent five years work 
in the laboratory, factory and field 
Now it’s ready for distribution and, 
frankly, newsworthy. Do your part 
to take advantage of the money 
spent on it so far. 

Editors will want to use a news 
story about the new unit, because 
their job is to keep readers abreast 
of all the latest developments 
whether your company will adver- 
tise in the publication or not. The 
news story will sell itself . . if you 
do your part. 


Plain Talk .. To begin with, don't 
use the engineer’s or technician’s 
complete description of the unit 
Get someone to explain it to you in 
every day language . . if you're not 
an engineer and remember that 
most editors aren't engineers; cer- 
tainly their readers won't be in most 
cases (If you’re writing for a 


strictly technical audience, well- 


and-good go ahead and be as 
technical as you can.) 

Don't try to confuse the reader 
with too much technical double- 
talk. The engineers will understand 
immediately, or . . like the editor of 
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a strictly technical publication 
will write and ask for all the gob- 
bledegook and trade lingo. Also . 
unless you've just harnessed atomic 
energy to fry your eggs for break- 
fast, and have a really good, long 
story to tell keep it short. In 
a note to editors you can offer a 
“full detailed report” if they’re in- 
terested. Generally the shorter the 
release, the more likely you are to 
see it in print 

In writing the product news re- 
lease, develop some outstanding fea- 
Maybe it 


has a handier cleanout port than 


ture about the new unit. 


any previous heater; or the access 
door has been brought around to 
the front in answer to complaints 
from installers. Or perhaps you 
want to point-up the new diffuser 
anti-backflash nozzle on which the 
company spent so much time and 
money. Then say so frankly and 
briefly, without beating around the 
bush. Be as explicit as possible, so 
editors won't have to call in the 
experts to find out what happened. 
Paper Clips Can Fail You . . 
Never forget to identify the photo- 
graph of the product clearly. You'd 
be surprised to find how many pho- 
tos arrive in the guise of little “so- 
and-so’s” without any dog-tag to 
identify them should they become 
detached from the umbilical paper 
clip, or fold, that originally held 
them to their maternal publicity re- 
Unless the name “Hot Air 
Co.” appears clearly on a name plate 


lease 


visible in the photo itself, there’s 
nothing to differentiate that heater 
from a half-dozen others. Put your 
company name and the model num- 
ber on the back of the photo . . and 
If there can be any possi- 
show which 


be sure. 
ble doubt about it 
side of the photo is “top.” 

Unless it’s absolutely essential to 
show how the product is to be used, 
avoid unnecessary people in a 
“product” photo. A good photog- 
rapher can indicate use by a close- 
up shot of just the hands of the 
mechanic that gives the desired 
“action” to a picture as well as 
showing off the product itself. 

Just one more thought: you may 
have on your staff a man who is 
really “tops” in his field, be it sell- 
ing, or production, or installation. 
He may be on the list of invited 
speakers of his own professional so- 
cieties and in demand for trade as- 
Surely he 
has something important to say. 

Take advantage of this. From 
time to time work with him in prep- 
aration of a “special article” for 
one or more of your string of busi- 
Editors are al- 


sociation conventions. 


ness publications. 
ways glad to get such material, pro- 
vided it is of trade interest and not 
just another puff for your products. 

It may be a good idea sometimes 
to write editors asking if they can 
use such-and-such an article by 
The fact that his by- 
line appears, in connection with his 
position in your company, produces 
the publicity you’re being paid to 
And again. . 
ing the editor . . which is the key- 
note of this whole argument. 


your man. 


provide. you're help- 
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A special issue containing 


A 15 N.T.S.C. Monographs 


A 25 additional 


The National Television Systems Committee has authorized 
IRE to publish its long awaited Monographs in the January 
1954 special Color Television issue of ‘Proceedings of the 
I-R-E” — thus giving them industry-wide distribution for 
the first time in print. 


Color TV articles - 


will also appear in this issue, which brings the reader up- 
to-the-minute on the developments of Color Television. Cop- 
ies of the first Color Television issue are still available and 
combined with this second Color Television issue will form 
a complete bibliography of major historical importance. 
Also included in the January issue will be a complete listing 
of the N.T.S.C. system specifications as submitted to the 
F.C.C.; and field test reports on the system’s performance. 


A in “Proceedings of the I-R°E” January ‘54 


Advertising in this vitally important issue identifies the TV 
and electronic manufacturer with the engineering progress 
this issue reports! 


A 


ras 36, 820 is the average total number of subscriptions to 


“Proceedings of the 1 R EB” as reported in the ABC statement 
of June 30, 1953. “To SELL the Radio Industry, TELL 


the Radio Engineers!” 


“Proceedings of the I*R°E” 


Published by 


THE INSTITUTE OF RADIO ENGINEERS 


rf 
\ Advertising Dept. 1475 Broadway, New York 36, N. Y. 


Please place orders before December 8th. 
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Can catalogs be standardized? 


Industrial buyers work on it 


New project launched by American Standards Association 


® IN A RETAIL SHOP on New York’s 
Fifth Avenue, a visitor from Pitts- 
burgh bought an electric razor to 
take back to her husband as a gift. 
Some weeks later, in a Los Angeles 
hotel room, the husband plugged in 
his Chicago-made present, and en- 
joyed a perfect shave. 

Despite the wide dispersion of 
manufacture, purchase, residence, 
and use, the plug fit easily into the 
wall outlet, and the current was of 
the correct voltage, amperage and 
cycle to operate the razor as it had 
None of 


been designed to function. 





this could have happened without 
the work of the American Stand- 
ards Association, a national federa- 
tion of trade associations and tech- 
nical societies. 

And in the not-too-distant future, 
when current plans are brought to 
maturity, an industrial manufac- 
turer producing a catalog according 
to accepted standards of size and or- 
ganization, will know that distribu- 
tors and dealers throughout the 
country will be able to refer to it, 
and find the specifications they are 
seeking, with a minimum of search- 





ing, and in fact will be able to reach 
into a convenient rack for the book, 
instead of groping through a pile of 
papers somewhere in the back of a 
desk drawer 

ASA was founded in 1918 by five 
engineering societies, and rapidly 
expanded with the addition of sev- 
eral departments of the federal gov- 
ernment. Later on, membership was 
broadened to include all nationally 
recognized technical societies and 
trade associations having an interest 
in standards. Today, 114 such groups 
make up the organization. Through 
a system of working committees, 
they authorize and are responsible 
for the association’s work. In addi- 
tion, there are about 2,300 company 
members, who pay annual dues 
which supply the bulk of the associ- 
ation’s working funds. There are 
today 1,309 U. S. standards in effect, 
adopted by ASA and adhered to by 
the bulk of U. S. industry, while an 
additional 376 projects are in vari- 
ous stages of development. 

Serious discussion toward the ob- 
jective of standardizing the many 
thousands of manufacturers’ cata- 















, 


logs that are issued each year began 
in 1950, when a survey showed that 
90° of the respondents wished to 
have such specifications worked 
upon. Under the chairmanship of 
S. H. Watson, standardization man- 
ager for RCA Victor Co., an ad- 
visory committee on catalogs was 
set up by ASA. Some two years later, 
the committee made its recommen- 
dation to the Company Membership 
Conference . . a body composed of 
representatives of about 800 indus- 
. that action be 
taken toward standardization. In 
turn, the conference passed this 
suggestion to the association’s high- 
est body, the Standards Council. 


trial organizations . 


How It Works .. A new ASA 
working group will be established, 
and the National Association of 
Purchasing Agents has been invited 
to serve as “sponsor” for the project. 
In ASA terminology, a sponsor is 
similar in function to a committee 
chairman the sponsoring group 
assumes responsibility for calling 
meetings and guiding the progress 
of the work, and for publishing the 


tubs with a moderr. clariflocculator 


When AMERICAN CITY readers learned 
how LaFollette (pop. 5,600) replaced its ancient 
(settling 


American standard developed, but 
enjoys no special privileges. 

The sponsor, too, invites the par- 
ticipation on the active working 
level of those groups which would 
seem to have interests closely allied 
to the project at hand, but at. all 
times a balance of committee mem- 
bership must be maintained among 
manufacturers, users, and repre- 
sentatives of those with a general 
interest in the field, so that no single 
one of these groups may ever have 
majority representation. 

Representation on the 
committee, as on all working groups 
of ASA, is not limited to the associ- 
Any 


group, such as a trade association or 


catalog 


ation’s member-affiliates. 


technical society, having a legiti- 
mate interest in the project may so 
indicate to ASA, and thus be con- 
sidered for invitation to participate 
in the deliberations which will lead 
to the adoption of final standards. 

Setting forth the scope that will 
limit the field of its deliberations, 
the committee said: 

“The proposed standard is to be 
designed for use and consideration 


A lot of people live in small towns. Like LaFollette, Tennessee, some of 
these smaller communities still treat their water in antiquated wooden tubs and 
filters. What LaFollette has done about its water supply is big news to other towns, 
as the editors of THE AMERICAN CITY know from 45 years of experience. 





There is no way of estimating the contribu- 
tion THE AMERICAN CITY has made to muni- 


cipal progress in America and in many other 





in connection with all printed mate- 
rial intended to be retained by ex- 
isting or potential customers or cus- 
tomer agents for reference purposes 
in the selection of goods and serv- 
ices.” 

When final decision is arrived at 
on proposed standardization of cata- 
logs, it will be reached not by sim- 
ple majority vote of those working 
on the project, but by the consensus 
principle. ASA spokesmen point out 
that “every effort is made to thresh 
matters out so thoroughly around 
the circle that a decision is reached 
which is unanimous or nearly so.” 

Just as standards have’ been 
adopted by industries in the fields 
of civil engineering and construc- 
tion, chemicals, rubber, photogra- 
phy, motion pictures, metallurgy, 
and dozens of others, so it is ex- 
pected that industrial manufactur- 
ers, printers, and purchasing agenis 
will accept those specifications final- 
ly approved by the American 
Standards Association for catalogs 
The association has no authority to 
enforce its own suggestions, but 
since the standards are always ar- 
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basin) and filter, and planned a reservoir to 
quadruple its water supply, other communities 
made similar plans for their own benefit. And 
this story has been repeated many times. In the 
development of modern water works, in street 
construction and maintenance, in refuse collec- 
tion and sewage treatment, and in the many 
other complex activities of modern municipali- 
ties, THE AMERICAN CITY has led the way 


to better design and better management. 


470 Fourth Avenue 
New York 16, N. Y. 


420 Leader Building 
Cleveland 14, Ohio 


countries. Modestly stated, it has been substan- 
tial. Its effectiveness in bringing together manu- 
facturers and the buying factors of municipal 
administration is indicated by the very high 
volume of advertising lineage. Furthermore, 
THE AMERICAN CITY is the only national 
magazine devoted exclusively to the munici- 
pal market. 

Write today for a copy of our folder, “‘Sell- 
ing the City and Town Market.” 


The American City 


1719 Daily News Bldg. 
Chicago 6, Illinois 





2238 Ben Lomond Dr. 
Los Angeles 27, Calif. 





In Industry 


Wanted: Firm 
With Explaining 
Job To Do 


Not every sales manager has 

a lot of explaining to do in order 
to move his product. 

But those with technical goods 
to sell to technical buyers 
generally do. 

Industry buys to problems 

— not to tastes or emotions. 
And how you and your product 
can solve the trade’s problems 
takes explaining. 

Industrial explaining is 

done in many ways: 

by salesmen; by correspondence; 
by demonstration — and 

by authoritative technical articles 
in trade, business 

and professional magazines. 

This last technique reaches 

the greatest number of prospects 
for the least expenditure 

of time and money. 

But it takes two forces you have 
to provide and co-ordinate. 


First, it takes the brains of your 
application engineers. 

Second, it takes a writing team 
which knows both your 
technology and what the editors 
are secking to print. 

That's our function for 22 clients. 
We're neither ad agency nor 
general PR counsel. We're 

in business only to serve 

firms with explaining jobs to do. 


Start Now 


Test the method. Commit 
yourself only on a trial basis. 
Most of our clients started 
just that way — 

and doubled up the activity 
after the first year. 


Harry W. Smith 
Incorporated 


Technical Pablicity and Cditorial Relations 


NEW YORK 

507 Fifth Avenue (MU 7-5367) 
CHICAGO 

Palmolive Bldg. (WH 3-1262) 
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rived at by common consent of those 


most vitally interested, promotion 
and practicality combine to produce 
a moral force which has proved to 
be reasonably binding upon the in- 
dustry involved 

Although he would have a per- 


fect right to do so, no manufacturer 


’ 


interested in selling electric razors 
would today think of producing one 
whose plug did not fit a standard 
socket. In a few years it may well 
be that industrial catalogs will fit 
an accepted, practical, and conveni- 
ent unity that will benefit all parties 


concerned. 
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This RED HOT “mushroom” 
may hold 
on idea YOU can use 


Thompson Products, inc 
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> drama and shar; 


Thompson campaign seeks new 


product ideas, markets 


Cover story: 


® AN INDUSTRIAL advertising cam- 
paign is being used to help devise 
new products and to find new mar- 
kets for them. 

A campaign of two-color pagés 
and fractional pages by the valve 
division of Thompson Products, Inc., 
Cleveland, dramatizes unusual fea- 
tures of the company’s valves . . and 
asks top executives if the engineer- 
ing principles and knowledge in- 
volved can solve a specialized and 
The 


principles have been used exten- 


unusual problem for them. 


not valves, but service 


sively in the development of auto- 
motive and aircraft valves, and the 
company believes that these prin- 
ciples have potential applications in 
many other industries. 

Example: picture of a red hot 
valve in a cake of ice, over a head- 
line, “Cooling Off a Red-Hot Mush- 
room .. may hold an idea you can 
use.” Copy explains how a charge 
into the hollow 
truck 
valves helps keep the temperature 
down to 1,000’. 


of sodium sealed 


stems of Thompson engine 


Copy suggests: 


~ } 
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“Wherever you are using steel 
parts at high temperatures, the 
principle of sodium-cooling in the 
Thompson manner can probably be 
used to increase life, cut costs, im- 
prove efficiency. Write to Thomp- 
son...” ete. 

The campaign is handled by Mel- 
drum & Fewsmith, Cleveland. 

Thompson reports that it has re- 
ceived top-quality inquiries from 
management executives. The com- 
pany points out that the advertising 
is not the type for which sales can 
be traced to inquiries directly. The 
advertising offers only engineering 
assistance and technical knowledge 
and facilities for the solution of 
problems . . there is no “off-the- 
shelf” product. Each special prob- 
lem requires an analysis by Thomp- 
son’s engineering department and 
the development of a special answer 
which may then become a potential 
product to be made by Thompson. & 


Award for southern industrial 
advertising goes to Daniel 


® NASHVILLE, TENN... An award for 
outstanding advertising in the South 
has been presented to Daniel Con- 
struction Co., Birmingham, for a 
Fortune campaign aimed at attract- 
ing industry to the area. 

The annual award was presented 

R. Hugh Daniel, partner in the 
company, by Lionel Baxter, chair- 
man of the seventh district of the 
Advertising Federation of America 
at a district convention. Ads rang- 
ing from one to four pages, some 
printed in metallic gold, have been 
running this year in Fortune, pro- 
moting various southern states as 
industrial sites. The Roland G. E. 
Ullman Organization, Philadelphia, 
is the agency. 


Sales incentive company adds 
travel to its list of services 
® DAYTON, 0... Free pleasure trips 
for company or jobber salesmen and 
dealers have been added to the list 
of sales incentives that can be made 
available through Cappel, Mac- 
Donald & Co., sales incentive or- 
ganization. 

A travel incentive division has 
been opened in Chicago, with Har- 
old H. Heisler, vice-president, in 


charge. 





Seay TRO Z2004 


—for difficult 
highly- specialized 
applications 


—for long 
day-after-day 
production runs— 


Meyercord Laboratory and Production Experience — 
PLUS Unexcelled Service—to Serve You Better! 


Sometimes we are too prone to time production runs, be sure to 
tell our friends about the spectac- investigate the advantages of 
ular achievements of Meyercordin Meyercord decal transfer uniform- 
solving those “impossible” decal ity, fine quality and unbeatable 
transfer applications...like the service on your production line. 
new E-51 aircraft decals that re- . 
sist up to 900 degree temperatures Seud for This Manual of MEVERCORD 
i “ae DECAL NAMEPLATES 
of jet engines, as well as the rav- 
ages of strong solvents and aircraft a hundreds of uses for durable, wash- 
be . able decal nameplates... as trademarks, 
fuels. Specialized decal applica- instruction charts or 
trons area mighty important part diagrams—in any size, 
of our business... but we're still colors, or design. 
first and foremost in the business . Tells how Meyercord 
of supplying standard Meyercord Decals can help you 
nameplate and identification decals cut costs and speed 
fora multitude of products. Wheth- os proeneeen, Soe 
: ; = manual is FREE... 
er you make typewriters, appli- = request it on your 
ances, electrical conduit... any : business letter: 
product that is turned out on long- head, please. 


ADVERTISE, 
IDENTIFY, DECORATE 
WITH 
MEYERCORD DECALS 


DEPT. M-308, 5323 WEST LAKE STREET + CHICAGO seth ILLINOIS 


_ a 
A TRADE ASSOCIATIONS OFFER 
\ 


NVALUABLE SERVICE on UNFAMILIAR 


NS __ MARKETING PROBLEMS MS | 


Look them up in Industrial Marketing's 
1954 Market Data & Directory Number 


December 1955 jim 





William H. Collins 


Every Day's a Busy Day 


Ad man, Navy officer, Phi Beta Kappa . . these 
are but a few of Bill Collins’ accomplishments 
Director of advertising at Dravo Corp., Pitts- 
burgh, since 1947, Bill had just completed a 
five-year stretch with the Navy when he joined 
the company. He has diplomas from Montclair, 
N. J., High School, University of Grenoble, 
France, and University of Heidelberg, Ger- 
many, to say nothing of an A. B. from Williams 
College in 1929. Currently Bill is a director of 
five organizations and a member of 22 others 

pretty good going for a fellow who’s only 
been around since 1908 


Charles M. Ruprecht 


From Apprentice to President 


Charles M. Ruprecht, recently appointed presi- 
dent of American Brake Shoe’s Electro-Alloys 
Division, Elyria, O., has been with the parent 
company since 1946, when he joined its Man- 
ganese Steel Division as an apprentice. In 
1950 he was promoted to sales manager of the 
Electro-Alloys Division. Following graduation 
from Yale University, Mr. Ruprecht joined 
Jones & Laughlin Steel Co., Pittsburgh, Pa., 
and then served four years with the U. S. Navy 
before going with American Brake Shoe 
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H. H. Simmons 


Meet an Advertising Engineer 


Advertising and sales promotion manager at 
Crane Co., Chicago, H. H. “Si” Simmons is a 
graduate civil engineer whose only engineer- 
ing has been in the advertising and publishing 
business. A ten-year stint with Simmons (no 
relation)-Boardman Publishing Co. led him 
into an industrial advertising agency and even- 
tually, in 1935, to the post of advertising man- 
ager at Crane. Si retired Dec. 1 and plans to 
move to California. “I’m not retiring into a 
void,” he says with characteristic vigor. “I 
have a specific program planned and I’m eager 
to get started on it.” 
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Nat Armel 


He Retires ‘Actively’ 


With nearly 43 years of service behind him, 
Nat Armel retired as sales manager of the 
Glidden Co.’s Nubian Industrial Division Nov. 
1. Nat began his paint business career in 1911 
as private secretary to the president of Chi- 
cago’s Nubian Paint & Varnish Co., one of the 
nation’s oldest exclusively industrial paint 
manufacturers. A year later he became a 
salesman, and in 1942 was appointed sales man- 
ager. Nat is keeping “plenty busy” with sports, 
travel and his financial affairs. 





(ma) NEWS 


Predict 1954 sales and capital 
outlays will hold high level 


® BUSINESS will continue to be good 
in 1954. 

That is indicated by a variety of 
sources close to the industrial pic- 
ture. 

A survey conducted by the Mc- 
Graw-Hill department of economics 
shows that planned expansion and 
modernization will decline only 4° 
A summary of the study, published 
in Business Week, reminds its read- 
ers that a similar small drop was 
forecast last year for 1953, but that 
in actuality it did not take place. 
Although some of the larger com- 
panies adhered to their announced 
plans for reduced capital outlays, 
the magazine notes that many of the 
smaller plants spent more on equip- 
ment and structures than they ever 
had before, an action which more 
than offset the small cut back in- 
stituted by their 

Paradoxically, it is the possibility 

some small decline in business 
activity in the year ahead that leads 

the decision to spend more money 
ol, capital investments. Many com- 
panies believe that it will be wise to 
invest for the purpose either of re- 
ducing production costs or of bring- 
ing out new models or new products 
as a means of overcoming the ad- 


larger colleagues. 


verse results of any possible eco- 
nomic decline. 

The steel industry, 
cause of its realization of defense 


mainly be- 
goals, plans a 24% drop in its ex- 
penditures for new 
equipment, but increased competi- 
tion in the automobile field has led 
industry to decide upon an increase 
of about 15% 

Paul G. Hoffman, chairman of the 
board of Studebaker Corp., said 
an article in the New York Times 
Magazine that “there is absolutely 
nothing wrong with our economy 
that a higher volume of hard-hitting 
advertising and sales promotion by 
business, and 100,000 good creative 
salesmen, could not cure.” 

Mr. Hoffman listed 14 
facts,” including high level of aver- 
age American income, record em- 
ployment totals, increased savings, 
scheduled tax reductions, and oth- 
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MARKET COVERAGE — AMM ’s horizontal circulation shows a readership of ovet 
personnel who directly control or influ 
including 
work steel 


30,000 management, purchasing, and operating 

ence the purchases of ferrous and non-ferrous metals throughout industry, 

consumers for manufacturing who cast, machine, form, fabricate or otherwise 

and other metals; consumers for maintenance, such as railroads and other transportation 

services, public utilities, engineering 

products; distributors, dealers, jobbers, importers, and exporters who handle steel and/or 

other metals, hardware products, mill and factory supplies; also producers of iron, steel 

and alloys; non-ferrous metals; mines; blast furnaces; steel works; rolling mills; smelters; 
, 

refineries; ete, 

Consumers of metals for manufacturing and maintenance 

Distributors, dealers, exporters, etc. ae wie ia : 

Producers of steel and other metals ee 

Government Departments, trade organizations, banks, etc. 

Unclassified ree rere ; ‘ 

Purchasing Agents , Sales Managers 

Chairmen, Presidents and/or ‘Proprietors Works Managers and/ or ee 

General Managers Metallurgists 


Vice-Presidents ...... twee Orher (largely purchasing, ‘management, 
Secretaries engineering and sales personnel) . 3,067 


Treasurers 
ADVERTISERS —= (Over 300 le te 
ferro-alloys, and machinery and equipment used in the metal working industries are regular 
advertisers in AMERICAN METAL MARKET. Many of these advertisers have been 
using AMM continuously for 10, 15 and 25 years some even longer. This strong trade 
recognition indicates clearly that AMM. offers fastest and most direct contact between 
sellers and buyers in the metal working industries. 

REASONS WHY AMERICAN METAL MARKET gives advertisers these advantages 
FASTEST SERVICE of all metal-trades media—first with the latest news of the industry. 
MORE IMPACTS per 5-day week than any other metal-trade paper. 

LOWER COSTS for space than any other metal-trades paper. 
GREATER VISIBILITY than any other metal-trades paper. 


MOST STEEL AND METALS ADVERTISERS of all metal-trade papers. 
MOST WANTED of all metal-trade papers. Subscribers pay $20 a year to read AMM. 


If you sell to the metal working industries, strengthen your advertising program 


cluding AMERICAN METAL MARKET. 


_ AMERICAN METAL MARKET: 


Since 1899 The Daily Newssoper of 
the Steel’and Metal Industrigs 


New York 38, N 


concerns, manufacturers or producers of non-metal 


sellers of steel products, non-ferrous metals, ores, 


18 Cliff Street 


ARE YOU BUILDING A 
BUSINESS PAPER SCHEDULE 





Thon. refer to 
Industrial Marketing's 
1954 MARKET DATA 
& DIRECTORY NUMBER 


for facts on 
more than 
2,400 
BUSINESS PAPERS 





Net Paid Circulation 
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Use this fast growing book 
to sell the $9 billion 
Forest Products Industry+t 





* Manufacturers of Lumber * Plywood and 
Veneer * Wood Containers *Furniture * 
Millwork * Flooring * Prefabs * Other 
— Products * Large industrial Wood 
sers. 











More and more top management readers 
ere buying and reading the new Wood & Wood 
Products because its editorial content is alive 
and going places. in fact, for the first six 
months of 1953, Wood & Wood Products 
showed a 9% increase in net paid buying 
ower circulation. This is proof that this pub- 
ication is performing a vital service ° 
helping readers operate their businesses more 
efficientiy and profitably; helping them keep 
abreast of the latest industry trends and de- 
velopment:. 

Yes, Wood & Wood Products editorial leader- 
ship is winning an ever larger readership— 
creating a more receptive audience for your 
advertising message among the kind of read- 
ers who have the authority —— and the money 
— to buy what you hove to sell. 


Here’s What W/WP Delivers 


1. Concentrated coverage of the larger opera- 
tors—the 28% who produce 88% of the 
tetal industry output. 


2. High readership among TOP EXECUTIVES 
who specify purchases of products, equip- 
ment or services used in the manufacturing, 
pracessing and transportation of lumber, furni- 
ture and hundreds of wood products, 


3. Planned editorial content that accents 
streamlined plant layouts, modernization of 
product'on equip and hinery, better 
management and marketing methods. 


4. An dience that's conditi d and ready 
to buy. 


e@ If you haven't seen the NEW Wood & 
Wood Products, write for a sample copy today 
And for facts about the huge market covered 
by Wood & Wood Products, ask for our Mar- 
ket Data File including a recent readership 
report. 








* Based on publisher's statement for six months 
ending June 30, 1953. 


WOOD 


wood products 


A VANCE PUBLICATION 
139 N. Clark St. © Chicago, Ill. 


@ Phone: Financial 6-5380 ARP 
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ers, to show the strong credit side 
of today’s American economy. He 
pointed out that in 1946 nationwide 
planning was responsible for a rapid 
transition from wartime economics 
to a high level of peacetime business 
activity, and said that the same kind 
of action is needed today to meet the 
transition from a sellers’ to a buy- 
ers’ market. 

At about the same time, Walter E. 
Hoadley Jr., economist for Arm- 
strong Cork Co., told members of 
the American Finance Conference 
that “at no time in history has 
American business been able to plan 
five and ten years ahead with more 
confidence than now because the 
growth trend in population and ac- 
companying rising living standards 
point to longer-run expansion in 
output and sales. 

The former senior economist for 
the Federal Reserve Bank of Chi- 
cago told the group of sales credit 
executives that the typical Ameri- 
can family “is not anticipating eco- 


nomic distress.” 


Chicago publisher visiting 
Central, South America 

® CHICAGO Marshall Haywood, 
Jr., president, Haywood Publishing 
Co., is visiting the principal indus- 
trial centers of Central and South 
America to obtain data for the For- 
eign Practices edition of Electric 
Light & Power. 

The issue, scheduled for next 
March, will contain articles by staff 
members who have visited Europe 
and Asia during the past several 
months. 

Mr. Haywood, who left Chicago 
Nov. 12 and will return late in De- 
cember, is accompanied by Mrs. 
Haywood. 


Smith becomes p. r. manager 
of GE .. was IM man-of-year 
® SCHENECTADY, N. Y.. . J. Stanford 
Smith, INDUSTRIAL MARKETING’S “In- 
dustrial Adman of the Year” in 
1952, has been named manager of 
general public relations services of 
General Electric Co. 

In a three-way move, the com- 
pany also announced the appoint- 
ment of Ralston B. Reid to replace 





Mr. Smith as manager of advertising 
and sales promotion for the GE ap- 
paratus sales division. Mr. Reid has 
been manager of program planning 
and research for the apparatus ad- 
vertising and sales promotion de- 
partment since early in 1953. 

Kenneth G. Patrick has been ap- 
pointed manager of educational re- 
lations services in GE’s public rela- 
tions services division. Mr. Patrick, 
who has been with the company 
since 1929, was appointed manager 
of the general public relations serv- 
ices department, his most recent 
position, in 1952. 














1954 edition of special events 
book announced by C of C 


More than 400 
legal 


® WASHINGTON 
business promotion events, 
holidays, religious observances and 
other official “days” and “weeks” to 
which you can tie in your company 
promotions are listed in the 1954 
edition of “Special Days, Weeks and 
Months.” 

The booklet is now available from 
the U. S. Chamber of Commerce, 
1615 H St., N. W., Washington 6, 
he On 

The booklet, which lists sponsor- 
ing organizations, dates and pur- 
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1201/Circle on Readers’ Service Card 


at a glance the cost-per-thousand for any 
business publication is offered by Me 
Graw-Hill, New York. The card covers 
tates from $25 to $2,500 and circulations 
from 500 to 500,000. If you're connected 
with advertising, you'll want one of these 
6”x7” calculators in your top desk drawer. 


1202/Circle on Readers’ Service Card 
How to produce catalogs 


that get more orders 
An NIAA survey reveals that at least 


90% of all orders for industrially used 
goods are initiated by buyers, which 
points up the known fact that buying 
action is as important as selling effort. 
This fact in turn points up the importance 
of catalogs, and particularly catalog pro- 
cedure that makes it easy to find infor- 
mation. Sweet's Catalog Service, New 
York, offers “How to Improve Marketing 
Efficiency Through Improved Catalog Pro- 
cedure” for persons who have or may 
have catalog problems. Another offering 
by Sweet's tells what 228 industrial ex- 
ecutives had to say about the cost of 
producing orders. (Listed immediately 
following). 


1203/Circle on Readers’ Service Card 


New data on cost of producing 
orders in industrial markets 


1204/Circle on Readers’ Service Card 
Results of nationwide survey 
of architectural commissions 
Progressive Architecture, Reinhold Pub- 
lishing Corp., New York, offers a study 
of architectural commissions announced 
over a recent six-month period. Designed 
as a guide to trends in the architect- 
designed building market, the study is 
based on 1,647 projects of an aggregate 
expected cost of $4.2 billion. Figures are 
broken down by dollar volume and num- 
ber of projects according to type of build- 
ing. 


1205/Circle on Readers’ Service Card 
Western construction market 
is big, different, booming 

In 11 western states, 55,000 new resi- 
dents and 115 new manufacturing es- 
tablishments were added each month dur- 
ing the 1947-50 period. Western Con- 
struction, San Francisco, describes this 
market in terms of high replacement rate 
for heavy equipment, big installations of 
pumps, pipelines, etc., construction of jfob- 
site cities, and other factors which make 
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3 * Send for these helpful selling tools 


the western construction market big, dif- 
ferent and booming. 


1206/Circle on Readers’ Service Card 
$15 billion meat packing 
industry market described 

Meat packing is the second largest 
manufacturing industry, with a $15 billion 
sales volume annually. A thorough de- 
scription of this huge market, which buys 
all the items purchased in ordinary fields 
plus hundreds of specialized items, is 
offered in “Meat Packing and Allied In- 
dustries” by National Provisioner, Chicago. 


1207/Circle on Readers’ Service Card 
Dairy executives describe 
market they represent 

Two hundred and fifty-eight dairy presi- 
dents tell the type of equipment purchased 
by large dairies, annual expenditures for 
selected items and services, and their 
other business connections and community 
activities in “Dairy Executives,” offered 
by Business Week, an authoritative book- 
let about the $39 billion dairy market. 


Readers’ Service Dept. 


5312 


Business Week also offers a “File Full of 
Facts,” an up-to-the-minute check list of 
marketing and media data available upon 
request. (Listed immediately following.) 


1208/Circle on Readers’ Service Card 


File full of facts for 
measuring markets and media 


1209/Circle on Readers’ Service Card 
Chemical process industries 


described in new booklet 
A new NIAA presentation by Chemical 


Week, McGraw-Hill Publishing Co., N. 
Y., describes the chemical process market 
in great detail. Chemical process indus- 
tries, the market itself, equipment and ma- 
terials used, plant distribution, importance 
of buying functions, major branches of the 
industries represented . . all are detailed 
in this 28-page booklet. 


1210/Circle on Readers’ Service Card 
Precision metal molding, other 
markets in up-to-date figures 


The precision metal molding market is 


® Please print or type information below 
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research and media data... 
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COMPANY 
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PRODUCTS SOLO 
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Postage Stamp 
Necessary 


If Mailed in the 
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BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 34.9 P. L. & BR. Chicago, Ill. 
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Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Il. 





listed 
not serviced beyond March 15, 1954 
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% Send for these helpful selling tools 


one of six described in individual file fold- 
ers by Industrial Publishing Co., Cleve- 
land. The folders, each of which contains 
up-to-date market data, are designed so 
additional information and material may 
readily be added and kept in a usable 
manner. The other five folders are listed 
immediately following. 


1211/Circle on Readers’ Service Card 
The welding market 


1212/Circle on Readers’ Service Card 
The applied hydraulics market 


1213/Circle on Readers’ Service Card 


Occupational hazards, safety 


1214/Circle on Readers’ Service Card 
The materials handling market 


1215/Circle on Readers’ Service Card 
Refrigeration, air conditioning 


Z. 
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1216/Circle on Readers’ Service Card 
Low cost hard covers offer 
permanent promotion pieces 

Have you wendered how te keep. your 
promotion pieces out of the wrong waste 
baskets? Have you thought of the “im- 
portant’ look of hard cover binding . . but 
dismissed the idea as being too costly? 
“The Challenge to Your Wastepaper Bas- 
ket” by Publishers Book Bindery, New 
York, is an actual sample of a hard cover 
promotion piece, with suggestions about 
uses and expense of hard cover bindings 
that may change your thinking. 


1217/Circle on Readers’ Service Card 
78% of top engineers buy 
or specify in industry 

Registered engineers have a decisive 
‘voice in all branches of engineering, and 
78.4% of all registered engineers buy or 
specify what materials wi!l be bought. 
Information on top engineers is available 
in “Market and Media Information,” by 
American Engineer, Washington, D. C. 


ry 
If Mailed in the 
United States 
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research and media data. . 
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not serviced beyond March 15, 1954 


inquiries for items listed 


1218/Circle on Readers’ Service Card 
Diesel Power market and media 
report describes repair market 
Diese] Power, New York, offers results 
of a survey covering the growing field of 
independent service and repair shops, 
kinds of engines that 752 independent re- 
pair shops work on, the type of service 
and repair performed in this market where 
total expenditures on annual repair reach 
$268,191,000. The presentation follows the 
recommended NIAA outline. 


1219/Circie on Readers’ Service Card 
How you can use industrial 
movies to your advantage 

How industrial motion pictures can per- 
form important functions in selling, sales 
promotion and public relations is the sub- 
ject of “Business, Industry and Film,” of- 
fered by Wilbur Streech Productions, New 
York. How an industrial film is made, 
film production techniques, script, treat- 
ment, the film as salesman all are included 
in the 12-page booklet. 


1220/Circle on Readers’ Service Card 
Marine market is thoroughly 
analyzed in this booklet 

Detailed tabulations of commercial and 
naval vessels now building, and informa- 
tion as to who and where key buying 
factors are in the marine industry and 
how to reach them, are included in ‘Sell- 
ing the 1954 Marine Market," by Marine 
Engineering, New York. Marine market 
trends for 1954, also included, is a factual 
look-ahead. 


1221/Circle on Readers’ Service Card 
Railway outlook for 1954 


described in market report 
What the cur:ant trends are in railway 


earnings and purchases; how the postwar 
railway improvement programs have pro- 
gressed, and how the railway outlook is 
now shaping up for 1954 are described in 
a 16-page market report, “Let's Look at 
the Railway Market,” offered by Railway 
Age, New York. 


1222/Circle on Readers’ Service Card 
Here’s the story of the 10 
Putman Award winners 

The information and ideas contained in 
the 10 winning entries in the 1953 Putman 
Awards competition is now available in 
“The Putman Awards, 1953." Many de- 
tails give the reader a concrete picture of 
how these 10 companies tackled the prob- 
lem of selling their products or services to 
industry. Single copies are available free 
of charge to qualified advertising man- 
agers, sales managers and agency execu- 
tives. 
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poses of all listed events, includes 
such observances as Fire Prevention 
Week, American Heart Month, 
March of Dimes, as well 
lighter occasions like Sadie Hawkins 
Day, National Laugh Week and Na- 
tional Leave Us Alone Week. 
Prices are quoted at 1-10 copies, 
25c, 11-50 copies, 20c, more than 50 


copies, 15c each. 


etc., as 


‘Foundry’ editor honored 

by Gray Iron Founders’ Society 
® st. Louis .. Frank G. Steinbach, 
editor of Foundry, has been given 
a gold medal, highest award of the 
Gray Society, 
his “outstanding personal and pro- 
in- 


Iron Founders’ for 


fessional contributions” to the 
dustry. 

Mr. Steinbach, who received the 
medal at the society’s annual meet- 
ing, for 
foundry organizations and as editor 


was cited his services in 
of Foundry. He has been editor of 
the publication, which is published 
by Penton Publishing Co., Cleve- 
land, since 1936. ’ 


Urges more research 
on marketing problems 
® INDIANAPOLIS .. Too many crucial 
marketing decisions are being made 
by without the 
benefit of marketing research, W. F. 
O'Dell, president, Market Facts Inc., 
Chicago, believes. 

Mr. O'Dell told the local chapter 
of the American Marketing Associa- 
tion that “too much of the total re- 


top management 


search dollar is being expended on 
advertising and too little on broad 
marketing problems,’ and warned 
that to 


help management make basic mar- 


researchers must do more 


keting decisions. 


Business Week to offer 
52 “Starched” issues in 1954 
® NEW yorK .. Business Week will 
provide complete Starch reports on 
every issue beginning Jan. 2, 1954. 
At present only every other issue 
of the magazine is “Starched.” 
The expanded program from 
26 to 52 issues . . culminates a pro- 
gram of Starch reports started by 
Business Week five years ago. & 
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Reader 


Interest! 


95% «. 


IRON and STEEL ENGINEER 
READERS RENEW 
SUBSCRIPTIONS EVERY YEAR 


Reader interest is what your advertising 
dollar pays for, and that is exactly what you 
are assured when you use the Iron and Steel 
Engineer. Year after year, subscription re- 
newals average 95% ... unusually high... 
positive proof of high readership . . . pro- 
viding you with the best advertising buy in 
reaching and selling the iron and steel 


Send for a copy of this Booklet: 


"HOW TO SELL TO THE IRON AND 


STEEL PRODUCING INDUSTR 


industry 
whe 


Fad 


oe 


Iron wn» Steel ENGINEER 


1010 EMPIRE BUILDING 


PITTSBURGH 22, PA. 





at Your 
35 


MEDIA AND MARKET 
FACTS FOR BUILDING 
YOUR 1954 SCHEDULES 


. . see the hundreds of pages 
of data covering 87 primary 
markets — specifications, rates 
and circulations of the 2,400 
business papers serving U. S. 
and Canadian industry — and 
the factual presentations of 200 
leading publishing organizations 

. in your 


1954 INDUSTRIAL MARKET 
DATA & DIRECTORY 
NUMBER 





when you 


THE INDUSTRIAL 
COATING MARKET 


URGANIC FINISHING 


vho direct, control, 
the 


of men 


purchase equipment, supplies 


lacquers, enamels and varnishes 


LOOK TO: 


juste 
381 Broadway, Westwood, N. J. 
742 S. Hill S$t., Los Angeles 14, Calif. 
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want to reach 


has complete coverage 


For 50 years, a steady-growing readership 


supervise of 


processes of surface treatment with paints, 


since 1903 devoted exclusively to electroplating | 
and ind coatings 





WE WANT 
A NEW LINE 
TO DISTRIBUTE 


We're remarkably qualified to handle 
@ new line — or several. Have been 
Harry Ferguson, Inc. distributor, but 
The Massey-Harris Company, new 
owners of Ferguson, are now han- 
dling distribution from already es- 
tablished Massey-Harris branch 
houses. Write Wesley S. Todd, 
President, for complete details. 


@ 32,000 sq. ft. floor space. 
@ Brand new building. 


Excellent rail and truck facili- 
ties. 


@ 25 miles from downtown Mil- 
waukee on expressway. 


@ Stable finances. 


Encine Power, lhc 


OCONOMOWOC, WISCONSIN 
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GAS HEAT REACHES INLY THE MEN within 
utilities who aré directly concerned with the sales, 
service and installation of gas heating equipment 

Customer Service Managers, Sales Managers, 
Promotion Men, Heating Salesmen, Inspectors, 
etc. Few utilities actually merchandise the equip 

ment themselves but they are vitally interested 
in helping to promote sales and in assisting the 
dealers to do a better job. GAS HEAT helps utility 
heating men with their principal problems; that 
gas heating installations be safely and efficiently 
installed, and that sales be developed quickly to 
meet availability of fuel. As evidence of the con 

fidence utilities have in GAS HEAT, utility men 
sent us many paid subscriptions for good gas 
heating dealers in thew areas who had not pre 

viously been receiving the magazine. When GAS 
HEAT surveyed the utilities to obtain a list of the 
names and titles of the heating men on thew staffs 

utilities responded with a phenomenal 1800 name 
response to the first questionnaire mailing 

When the June issue, 1953, was made the FIRST 
ANNUAL CONVENTION-IN-PRINT ISSUE, 50 
leading gas companies bought a total of 5,000 
copies of that issue, for distribution to their local 
dealers, to help educate and stimulate them in 
their gas heating activities. This was a “bonus” for 
advertisers with no increase in rates 


GAS HEAT 


HEATING PUBLISHERS, Inc. 
2 W. 45th St., New York 36, N.Y. 
(MUrray Hill 2-4786) 
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December 


6-10... National Association of Dis 
play Industries, Hotel New 


Yorker, New York 


Exhibitors Advisory Council 
Trade Show Clinic, Exposi- 
tion of Display Techniques 
and Services, Hotel New 


Yorker, New York. 


Exposition of Science and 
Industry, Mechanics Build 
ing, Boston. 


January/ 1954 


8-11... National 
sories Expositi 
Chicag 


it ly 
neers, Annual Meetin 
Engineering Display, Cadi 
lac and Statler Hotels, De 
troit 


Plant Maintenance Show, In 
ternational Amphitheatre 
Chicago. 


Great Lakes Farm Show, 
‘leveland Municipal Audi 
torium and Exposition Halls 


Cleveland. 


February 


8-11..National Auto Acces: 
Exposition, Navy Pier, 
cago. 





week of the 15th.. National Sand & 
Gravel Association and Na 
tional Ready Mixed C 
‘rete Association, C 
Hilton Hotel, Chi 


April 


1-3..Industrial Electrical Show, 

Shrine Convention Hall, Los 
Angeles 

26-30.. American Society 


Engineers Industrial 
t 


ion, Philadelphia 


May 
26-1.. American Textile Machinery 
Exhibition, Auditorium, At- 


lantic City. 


iara 


National Office Management 
Association All-Purpose” 
Business Show, Kiel Audi- 
torium, St. Louis. 


National Office Machinery 
Dealers Association, St 
Louis. (exact date not an 
nounced as yet) 


American Society of Quality 
Control, Kiel Auditorium, St. 


Natione] Association of Dis- 
play Industries, Hotel New 
Yorker, New York 


August 


17-19 .. Fifth 





@ news 


St. Louis club elects 

Glenn Adair president 

® sT. Louis .. The newly-organized 
Advertising Agency Production 
Manager’s Club has elected Glenn 
Adair, production manager, Krup- 
nick & Associates, president. 

The St. Louis Club is affiliated 
with the only other three clubs in 
the country . . those in New York, 
Chicago and Los Angeles. Purpose 
is to further knowledge of mechan- 
ical production through interchange 
of ideas with graphic arts experts. 

Other officers elected include Don 
Herrmann, Arthur R. Mogge, Inc., 
vice-president; Vern Koby, West- 
heimer & Block, treasurer; Dorothy 
McCaskill, H. George Bloch Adver- 
tising Co., corresponding secretary, 
and Robert A. Cunningham, Shaf- 
fer-Brennan-Margulis Advertising 
Co., recording secretary. 

Alex Loelkes, art director, Ridge- 
way Co., won the chapter’s competi- 
tion for an official insignia design. 


ABP managing editors form 


“how to” workshop group 
® NEW yorK .. Managing editors of 
member-papers of Associated Busi- 
ness Publications have been organ- 
ized into a new ABP group to be 
known as “editorial workshop.” 
Like similar groups of salesmen, 
editors, circulation méenagers, and 
other publication personnel, the 
managing editors plan to meet reg- 
ularly for a series of “how to” clin- 
ics and discussions pertinent to tneir 
job interests. 


Annual world trade conference 


to attract 1,000 export men 

® cHIcaco .. The annual Chicago 
World Trade Conference will be 
held at the Morrison Hotel, Feb- 
ruary 23-24, 1954. 

The conference, conducted to 
stimulate increased world trade ac- 
tivity by U. S. companies, last year 
was attended by delegates from 29 
states and seven foreign countries. 
More than 1,000 participants are at- 
tracted to the conference annually. 

Co-sponsors of the conference are 
the Chicago Association of Com- 
merce & Industry and the Export 
Managers Club of Chicago. 


| 
| 


* 

over 200 industrial advertisers 
---WITH EXHIBIT BUDGETS FROM 

$1,000 TO OVER $100,000 

BOUGHT THEIR 1953 TRADE SHOW 
EXHIBITS FROM 





Ss 
O eneral exhibits and displays, ine. 


=) 2100 NW. RACINE AVE. CHICAGO 14, ILL. PHONE EASTGATE 7-0100 


An important reason is 
that every one, modest 
buyers and large, 
received the same 
kind of service—an 
officer-contact man, 
unsurpassed design and 
production teamwork 


and the will to excel. 


There are other reasons, too. 

Ask any of our clients (list gladly: furnished) 
or better yet, stop in to meet our personnel, 
see our facilities and then decide 


for yourself how we could be helpful to you. 


82% have been clients for 2 to 18 years 


Many detailed and factual 
market analyses are offered 
by business paper publishers. 


pe You can get them by referring 
| IMYS . to your 1954 


1954 MARKET DATA | 254 Market date 
& DIRECTORY NUMBER | § Directory Number 
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more readers? 


EXTRA POWER fo) top performone 
Jacobs and your 
local distributor 


pany, West Hertierd 1 


«+» first in chucks 


~-show termes o eivicw you deserve 
vires JACOBS iT MOLDS | +++ first in service 








create 
problems 


Which jet? 
® BOTH OF THESE ADS in Machinery 
associated the product (chucks) 
with jet planes. Jacobs Mfg. Co., 
West Hartford, Conn., used a black- 
and-white ad, and Cushman Chuck 
Co., Hartford, used two colors. 
One ad pulled considerably more 
notice and twice as many readers 
who read most of the copy. Which vin ikaia: tcsch Cissageme toss fanaa aid 
ad attracted more? Why? See page designed an entirely new and tested approach to the 
160 roble holding jet engine discs and rings. These 
s have been developed in strict accordance 
with the principles of rapid-production techniques and 


chucking rigidity without distortior 


Designed for both hand end avtomotx chucking 


@perations Engineered to your requirements 


THE CUSHMAN CHUCK COMPANY 
81S WINDSOR STREET 
HARTFORD 2, CONNECTICUT 


& 
Ye. 
A WORLD STANOWRD FOR PRECISION 
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F/ q yan 
ef ou MINING 


is read by 


“@ Coal Mining takes your 
sales message to buyers wherever coal 
is mined. Its carefully controlled circula- 
tion, revised daily. guarantees you max 
imum advertising contact with operating 
executives, managers and supervisors 
engaged in the production of bituminous 
and anthracite. 


It pays to advertise in 
COAL MINING 


J. O. Vinney, president, Speco, Inc., 
Cleveland paint manufacturer says: “We 
have advertised exclusively to the min 
ing industry in Coal Mining since 1946. 
Results have been consistently good and 
our sales have increased steadily .. .” 


A-6857 


4575 Country Club Drives Pittsburgh 27, Pa. 
Serving the coal industry since 1899 











- COAL MINING— 








Reads MASS TRANSPORTATION 
from cover to cover 


DONALD H. WALKER, President, Fort Wayne 
Transit, inc., Fort Wayne, Ind., says: “MASS 
TRANSPORTATION grows each year in value to 
the transit industry. Many of us have so many 
magazines and publications coming across the 
desk that we have to be selective in our read- 
ing and skim thru part of it. in my case that 
never happens with MASS TRANSPORTATION, 
because it is read from cover to cover within 
a day or two of its first appearance on my 
desk — even if | have to read it in bed until 
the late hours.” MASS TRANSPORTATION’s 
circulation goes to all top executives of transit 
companies throughout the nation. To reach 
the men who buy, put your sales story in 


——» MASS TRANSPORTATION! 


(im) NEWS 


Agency Changes. . 


Erwin, Wasey & Co... | 
1 appointed advertisir 
lary Multiplier p., 

James Shalley will be 


account. 


Harold Warner Co. . . Buffalo, N. Y 
peen ap} nt t t 


wser, inc 


tration equipment. 


A. E. Jones . . former assistan 


manager, 


Charles Brooks . . 
jepartment f tk 
een named pr 


} Tt Vv 
wles, New 


Sven Thornblad . . forn 


George H. Gilbert and wneioen be Bal- 
a - « both formerly t ridg 
, Philadelphia, have 


John J. Moss . . formerly 


ma pron 
na 








PACIFIC NORTHWEST 


CONSTRUCTION 
MARKET 
DEPENDS 


: ON THE 
PORTLAND, OREGON DAILY 


JOURNAL 
of COMMERCE 


R VITAL 
BUSINESS NE ws 


Just 10 construction companies, 
picked at random from D.J.C. 
subscribers, use over $1,000,000 
worth of petroleum products and 
tires alone a year. Two-thirds of 
the circulation of the D.J.C. is to 
construction men who must have 
the latest daily industrial news. 
Write for cone copy. 


Daily JeusralséCommerce 


711 Southwest 14th Ave. 
Portland 7, Oregon 





Working Tool of 
Pacific Northwest Business 


ADVERTISING 
PAGES 


+» were placed in Construction News 
Monthly during 1952. These adver- 
tisers concentrated their sales efforts 
at the local level. Construction 
News Monthly’s circulation blankets 
the construction industry through- 
out Oklahoma, eastern Missouri, 
Arkansas, western Tennessee, Mis- 
sissippi and Louisiana with local 
bid news, local job pictures, local 
contracts and awards, and news 


about local people in the industry. 


Construction 
News Monthly 


LITTLE ROCK, ARKANSAS 
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management 


forum 


"q@ monthly fim feature 


Most industrial heads see good 1954 


.. machine tool sales may drop 10% 


Will the sales volume of your company and your industry rise or fall in 1954? What are 


the factors on which you base your expectations? Those questions were asked of top 
executives in a variety of industries. Industrial Marketing presents the answers below: 





By. W. C. Truehait 


Mig 


® WHETHER sales volume of a com- 
pany or industry rises or falls de- 
pends upon a number of factors. 
Included in this group are:  gen- 
eral business conditions; effect of 
federal corporate tax policies upon 
net profits; changes in buying hab- 
its due to amount of spendable in- 
come; improvement in product; 
courage and aggressiveness of man- 
agement in tackling and resolving 
new and old problems and over- 
coming obstacles; the quality of 
leadership in the management. 

The chief business of the Tremco 
Manufacturing Co. is the manufac- 
ture of products used in the main- 
tenance and construction of indus- 
trial plants; commercial properties 
and_ institutional buildings; and 
through a highly trained force of 
field representatives to provide the 
know-how for their effective and 
economical use. 
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Tremco’s management team is 
making its plans on the assumption 
that the atmosphere in which busi- 
ness will be done in 1954 will be one 
in which there will be a healthy 
demand, but stronger competition. 
We are assuming that the end of 
the corporate excess profit tax will 
mean a more careful husbanding 
of the maintenance dollar. 

We believe that to obtain an in- 
creased volume under these condi- 
tions will require improvement in 
product and service, in order to con- 
vince potential buyers that it will 
be in their long term interest to 
currently for the 


spend money 


maintenance of their properties. 
We are sure that it is going to re- 
quire a great deal more work in the 
field with our field representatives 
to help them adjust themselves to 
the more difficult sales problem and 
to teach them how to be more effec- 
tive. 

We believe the situation calls for 
increased advertising and promo- 
tional support. 

If we are successful in achieving 
these objectives, we believe that our 
business will increase in 1954 . . and 
we are confident we will achieve 


them. 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 

and advertising problems 


Because we believe that a large 
portion of our industry is thinking 
along similar lines, we expect sales 
volume for the industry to rise in 
1954. 


By O. L. Bard 


rresiaen 


® IN MY OPINION, sales volume of 
the machine tool industry during 
1954 will be between 10 and 15% 
below the level of 1953. 
as individual companies are con- 


Insofar 


cerned, there will be quite a good 
deal of variation. In best position 
will be the machine tool builders 
building specialized equipment de- 
signed primarily to reduce manu- 
facturing cost by increasing the 
output per machine-hour and man- 
hour or by eliminating a good deal 
of manual handling of work in 
process. 

Machines of this type are just 
as much in demand when there is 
a falling-off in business as they are 
when business is on an _ increase, 
since they permit a reduction of 
cost to help lower the break-even 
point. Our own company, fortu- 
nately, is in such a position since 
practically all of the equipment we 
produce today falls in this category. 
In addition we have developed sev- 
eral machines and are developing 
several others which wil] further 
reduce manufacturing costs while 





improving quality of gears . . our 
specialty. 

The reason we believe that the 
machine tool industry will show a 
decline in sales volume during 1954 
is that peace-time orders cannot be 
expected to make up more than a 
portion of the decline in govern- 
ment orders for machine tools 
scheduled for the coming year. The 
net difference is about 10 to 15% 
as near as we are able to judge at 
this time. 


By Roy J. Keller 
Vice-President in 
{ Sales 


graph Cory 


® THE IMPACT of the value of good 
communication systems to obtain 
peak operating results, or the chaos 
that occurs through lack of coordi- 
nation caused by inadequate or im- 
properly designed communication 
systems, falls heavier and heavier 
on management men everywhere. 
With the 
complexity of business operations, 
the decentralization of plants and 
offices, the shortening of the work 


constant increase in 


week and the ever increasing need 
to maintain output levels and in- 
crease profits, the true value of 
communication emerges. 

In management conferences, the 
problem of communications is con- 
tinually TelAutograph 
telescriber systems offer a solution 


discussed. 


for many communication problems. 
Methods and system procedures to- 
day require greater ease of opera- 
tion, at the same time demand prop- 
er dissemination of information to 
improve over-all efficiency. 

For over 50 years we have ob- 
served a steady rise in the use of 
control communications systems. All 
phases of the communications in- 
dustry, in our opinion, will show 
increase during the coming year. 
Leading management men each day 
realize more and more that proper 
communications are the true cor- 
nerstone around which all operating 
results rise or fall. To tie widely 
separated departments under one 
tight-fisted control will be sought 
for more than ever in 1954. 


TelAutograph telescriber service 
during 1954 will continue to show 
progress in keeping with the com- 
Inherent in 
telescriber performance is the abil- 
ity to transmit handwritten mes- 
sages, instantly and without error, 
The fact 
that wherever in business or mili- 


munications industry. 


to one or many locations. 


tary operations there is a need to 
reduce repetitive communications to 
written messages and deliver them 
instantaneously at a distant point, 
though the station is unattended, 
will cause ever increasing accept- 
ance of TelAutograph 
service. 

Early in 1953 the development of 


telescriber 


our new ‘Instan-Form’ telescriber 
was announced. This instrument 
accomplishes exactly what its name 
implies instantaneous transmis- 
sion of information on ‘pre-printed’ 
forms. The use of this product will 
increase substantially in 1954. For 
the first time in the history of the 
art, ‘Instan-Form’ provides hand- 
written communication on a_pre- 
printed form. Actual copies of or- 
ders, instructions, etc., are trans- 
mitted to proper points. The ‘In- 
stan-Form’ fits readily into auditing 
and accounting controls and gives 
added impetus for a bigger year. 
To meet the need of business and 
sales and 


military requirements, 


service personnel are being in- 


creased. Following a program of 
technical training in keeping with 
the highly specialized requirements 
of our electrical, mechanical and 
electronic communication business, 
we shall be in a position to expand 
our present markets. In addition, 
new areas where at present no 
service is available will be opened. 
Thus we expect, during next year, 
to exceed all-time sales results we 
are now establishing during this 


year. 


By L. C. Stowell 
President 


t 
J 


n 


® sO MUCH is being written these 
days about the state of business that 
it is very difficult to sift opinions 


and come up with logical conclu- 
sions as to what directions sales vol- 
ume will take in 1954 

We have a careful estimating sys- 
tem based upon the estimates of our 
sales department, reviewed by our 
vice-president in charge of market- 
ing, and then further reviewed by 
our controller, but these figures 
have not been assembled for the 
year 1954 as yet. Perhaps the most 
significant comment I have heard 
was based upon the ideas of 16 of- 
fice equipment companies whose 
representatives recently were dis- 
cussing market research. Nine of 
them thought that business would 
be better in 1954, two thought it 
would be about the same as the 
year 1953, and five thought it would 
be modestly less 

Based upon the fact that there is 
no particular significance saleswise 
in crossing the border between one 
year and another, I would personal- 
ly say at this juncture that business 
in 1954 will be as good as 1953, and 
I personally believe it will be some- 
what better. I am_ speaking for 
Underwood when I say that, not 
attempting to be a prophet, how- 


ever, in any sense of the word. 


By George S. May 


® I FEEL very optimistic about the 
sales expectancy for our company 
and the entire industry in 1954 

Our business is a comparatively 
new one and is just coming into its 
own. Every year more and more 
business men learn that the solution 
to many of their perplexing prob- 
lems lies in the use of outside busi- 
ness engineering service. 

Changing economies and changing 
markets always create problems, 
and we already feel the pressure of 
the big swing that is ahead of us in 
1954 to a buyer’s market. 
taxes, high wages and large inven- 


Lower 


tories will give consumers a_bar- 
gaining power they have not felt for 
many moons. 

Business has been a little spoiled 
by the free and easy acceptance of 


vontinued on page 152 


December 1953 /181 





forum .. begins on p 


the limited things that government 


a) y 4 y . . . 
) )\ regulations would permit it to put 
v on the market. They are finding 
now that their goods have to be sold 
ath , ve | , and selling is getting tougher right 


along. 

on every page This is indicated by the tremend- 
ous turn in the nature of our serv- 
ices demanded by our trade. There 
has been a sharp swing from pro- 


T he l ASKER duction, cost reduction and expense 


control to sales and marketing. 


STORY Our business in this field has 
grown with leaps and bounds and 
seems to be limited only by the 


availability of our qualified person- 


nel. 


Yes, it’s sheer drama, as exciting as a who-dun-it, Albert 

Lasker’s private story as told by himself in “inner 

sanctum” talks to his staff at Lord & Thomas. Scores of ‘ 
Y 


agencies and advertising directors are now making group _ — oo 


purchases, at special discounts, for distribution to their 


staffs. Use the handy coupon below. 


® WITH CONTINUED defense spend- 


Send for a Copy of “The Lasker Story” for your Friends, ; , 
almost a certainty, and with 


Associates and Everyone in Your Organization Who ; ing 
Plays A Part in Advertising or Selling—IT’S A TRE- ; personal incomes and_ savings at 
MENDOUS SOURCE OF INSPIRATION! : high levels, it seems clear that we 
ADVERTISING AGE, Dept. IMD, : should not expect a general reces- 
200 E. Illinois St., Chicago 11, Ill 4 ‘ ‘ 
: phen : - : sion of substantial proportions in 
semaine a ee ee : 1954. Indeed, it seems more prob- 
iy Mame able that we can and will realize 
gains over the levels reached in 
Company : 1953 

There is evidence, however, that 


Address 
consumers have become more selec- 


ORDERS City State : tive . . less inclined to spend with- 
: out serious consideration. This poses 

I am enclosing a check or money order for $ figured at $1.50 each for 
1 to 9 copies; 10% discount for 10 to 49 copies; 20% discount for 50 copies or more 
I understand the price includes all handling and postage charges agement, a challenge which must be 
met if the potential of 1954 is to be 

fully realized. Companies which 

develop and market their products 


with imagination and foresight, thus 


a major challenge for business man- 


IN THE RICH, PROGRESSIVE UPPER-MIDWEST kindling new consumer desires, will 
100% coverage of all 4,000 aggressive retail lumber ‘ and prosper. But never since the war 
building material and coal dealers in 5 state area 
Two official Lumberman’'s Association Publications: / 
1) Neorthwestern—covers Minn., Wis., No. & So. (Sook & ; ’ os : ncaa’ 

OE Benoa. oll gk lowe . y product development and marketing 


1013 4TH AVE. SO., MINNEAPOLIS, MINN. 


has the company which lags in 





ability been more vulnerable. 





Magna manufactures" Shopsmith, 
a multi-purpose tool for home 
petitive advegtising craftsmen. Magna is therefore a 
able us to provide part of the “Do-It-Yourself” indus- 


the Real Push 
Behind Sales! 


You'll find ‘‘Snips’’ a powerful for lea 
medium to reach over 13,000 sheet 
metal, ventilation and warm air | monthly 
heating contractors See indus. | 
trial Marketing Data Book | B k Pag 
7 . Se b, 
Snips Magazine 


AGO 44, LLINONS 


12 years of surveying com 
ding advertisers en 


data at low cost. See Market Data try .. the growing group of com- 
ata 


17 for further information panies providing tools, materials, 
e ’ / 


ie »plisers 
aver ras 


uo 


<esearcn and know-how for home craftsmen. 
“e r 


We expect that companies who 


70) WEST LAKE STREET Hic 








forum . . begins industry caution, we are reasonably How many prospects 


optimistic about the outlook for 


maintain or improve their position 1954. is your house organ 


within this group will experience 
substantial gains in 1954. 


® WE CONFIDENTLY expect that the 
sales volume of our company during 
1954 will be significantly ahead of 
our volume in 1953. 

While it is likely that residential 
housing starts may decline some- 
what in units, we are inclined to be- 
lieve that the total dollar volume of 
housing starts will hold up pretty 
close to 1953 levels. This expecta- 
tion is based on the premise that 
larger and better quality homes will 
be built. 

Such a market condition in the 
building industry definitely favors 
products like our own which are de- 
signed with the quality buyer in 
mind. We are convinced that many 
of these homes will be bought by, 
and occupied by, families who pur- 
chased their first home in 1945, 1946, 
and 1947. They will be most anxious 
to insure that their newer and larg- 
er residence does include all those 
features which were not provided 
for them in their original mass-pro- 
duced, less expensively constructed 
home. 

Thus, experience with inadequate 
heating systems in the past is going 
to significantly influence the buyer 
of heating systems in 1954. 

Our experience in summer air 
conditioning over the past several 
years has also been so thoroughly 
satisfactory that we expect a sizable 
additional volume of business from 
this industry. Summer air condi- 
tioning is rapidly moving from the 
luxury market into the necessity 
field and here, even more than in 
the heating market, quality is ap- 
preciated by the buyer. 

Other lines such as residential au- 
tomatic incinerators are also ex- 
pected to rise significantly in vol- 
ume during the year ahead. 


Thus, despite a general note of 


By 
William J. Bryant 


rresi 


® THE MACHINE TOOL industry can- 
not expect the abnormally high vol- 
ume of incoming orders during 1954 
that it has experienced these past 
three years. 

On the other hand, the diminish- 
ing volume anticipated a year ago 
did not develop as soon or as ex- 
tensively as most companies in our 
industry expected. This unexpected 
strength may continue over the first 
half of 1954. 

Many companies in this industry 
have five to six months of business 
on the books at present so we are 
entering the new year in a strong 
Hence, I feel that 1954 
should be a satisfactory year al- 


position. 


though based on a volume some- 
what less than that of 1953. My 
only qualification for this statement 
is that there might be unexpected 
orders from a possible implementa- 
tion of a new defense program. 

The several hundred thousand 
metalworking tools over twenty 
years of age in this country alone 
furnish a substantial foundation for 
orders during the years immediately 
ahead. We have had many indica- 
tions from customers of substantial 
replacement programs planned over 
the next two to three years. Also, 
Y fully expect a moderately infla- 
tionary economy to exist for some 
time to come. 


By Hamilton Merrill 


my! xv 


® BASED ON ANALYSES made by our 


district offices located in all major 
marketing areas of the country, in- 


dustrial surveys, construction re- 





MISSING? 
Sui prob f building effective 
~ distribution tor the external house 


regan is that ot tinding means of 
strengthening the pul 
of the company s prospect 

For 17 years, industrial organizations 
have had us compare their prospect lists 
vith ir’ lists 

Time and time again such comparisons 
have shown carefully compiled company 
lists to omit hundreds, and sometimes 
thousands, of good prospects. Omissions 
ire promptly corrected; the best-edited 
house organ cannot influence, elicit in 
juiries from, or sell, prospects it doesn't 


yication s coverage 


lists are used as a standard of 


comparison because they include the 
names, titles, and job functions of more 
than 750,000 executives, engineers, pre 
duction heads, and purchasing agents in 
plants accounting tor 96 per cent the 
industrial buying power in the country 
We make more than a thousand revs 
sions m these lists every working day; 
they are up te date 
ouse organs using these ists toda 
include The Anaconda Wire Low 
Temperature Brazing News, and the 
Bakelite Review 
Why not inquire 
whether these lists 
may be integrated 


WOODALL with yours to 


ease the effective 
MAILING ! 
tists 
W. P. WOODALL CO., INC. 


214 E. 125 St., New York 35, N. Y. 





YOU'LL SELL MORE) 


iwith an 


"Jat your Expositions, Trade | 


' 


| Shows, Sales Meetings, etc. | 


Send for Free Folder 
jIVEL CORPORATION 











want to reach 
ELECTROPLATING 


RELATED MARKETS 


METAL FINISHING 


covers them all 


For 50 years, a steady-growing readership 
of men who direct, control, supervise or 
purchase the equipment, supplies and 
processes of electroplating and allied 
industries. 


LOOK TO: . 


742 $. Hill St., Los Angeles 14, Calif. 


for Name Plates 
that help sell! 


t- 


Arr you satisfied with 
your product's identification? Sales and 
advertising men know how valuable a 
sparkling name plate can be. Let us help 
you create standout identification that 
reflects your product’s quality— marks 
it for more sales. Send a rough sketch 
or blue print for design suggestion and 
quotation, Write for your copy 
of “Etched or Lithographed 
Metal Products of Quality” 
with full color examples of our 
name and instruction plates. 


CHICAGO THRIFT—ETCHING CORPORATION 


1555 N. Sheffield Ave., Chicago 22, Ill., Dept. @ 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND. 
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ports, and individual industry pro- 
grams, we expect that the sales vol- 
ume of our company will be about 
the same in 1954 as it is this year. 

Generai business will probably be 
reduced but we are relying on in- 
creased sales effectiveness, plus new 
and additional products, to main- 
tain volume at the 1953 level. 


By Leland I. Doan 


hen 


® THERE IS a great deal of conjec- 
ture as to the level of sales in the 
chemical industry for the year 1954. 
While most economists appear to be 
predicting a decline in gross na- 
tional product to the extent of 8 or 
11°, I myself feel that the chemical 
industry will not show such a de- 
cline. 

The 
different 
industry of the country in the fact 


chemical industry is quite 


from the general heavy 
that it is constantly developing new 


products that have utility and, 
therefore, have new markets, even 
when the general economy is de- 
clining. 

To cite a few examples, the deter- 
gent industry has risen over a short 


span of years from zero pounds to 


almost two billion pounds, and 
everyone knows of the growth of 
synthetic fibers. We believe one of 
the big, broad new potential mar- 
kets for chemicals exists in the con- 
struction industry . . new insulation 
materials, new adhesives, new calk- 
ing compounds and plastic pipe. 

We believe there are untouched 
markets existing in the packaging 
field for such products as our poly- 
styrene and our saran film. 

All in all, speaking of our own 
anticipate our sales 
gain in 


company, we 
will continue to 
1954, and the chemical industry as a 


show a 
whole will also grow. 


For better or worse . . 
intuition sparks some forecasts 
Several top executives declined to 
comment for IM on sales potentials 
in 1954. Their reasons for bowing 
out are typified in the following 
comment by one of these executives. 
The editors pass it along to help 
clarify the attitude of one segment 
of management toward the difficult 
The comment: 
much if we 


period ahead. 

“We very 
would have had anything worth- 
while to contribute to your question 


doubt 


about future sales, as it is our im- 
pression that practically all indus- 
trial executives today are depend- 
ing more on their than 
they are on facts in guesstimating 
what 1954 is going to bring forth.” 

Ed. ® 


intuition 


“Good Morning, Acme Mattress Company” 





news 


Niagara chapter plans ad 


contest, school projects 

® BUFFALO, N. Y. High school, 
college and business . . all three 
will be targets of Niagara 
Chapter activities this 


areas 
Frontier 
year. 

On the business level, the chapter 
is sponsoring an industrial adver- 
tising competition, open to all of 
western New York. The deadline 
has been set for Jan. 8, and the con- 
test is open to companies manufac- 
turing a product or selling a service 
to industry. 

Purpose of the competition is “to 
recognize outstanding industrial ad- 
vertising, to provide an impetus for 
improving the quality of industrial 
advertising, to impress upon man- 
agement the importance of sound 
advertising, and to set up a library 
of successful advertising for future 
study.” 

The competition 
charge of Roy Runk, Baldwin, Bow- 
ers & Strachan. 

To acquaint 
with marketing talents available in 
Buffalo as well as to acquaint stu- 
dents with Niagara Frontier Chap- 


project is in 


chapter members 


Quid Pro Quo. . 


Machine New Brita 


presents Boston counterpart, Edward 
very official-lc 


headquarters city. 


gave their hosts a symbolic beanpot. 


TAT 
WV 


oking insuranc¢ 


ter activities, two or three market- 
ing students from the University of 
Buffalo are invited to attend chap- 
Ed Dif- 
fine, National Gypsum Co., is chair- 


ter meetings each month. 


man of the project. 

High school students also are be- 
coming acquainted with NIAA ac- 
tivities by means of an essay contest 
on advertising. School authorities 
will cooperate in the essay contest 
by placing notices on high school 
bulletin boards as well as distribut- 
ing contest Some $100 
in awards will be offered by the 


materials. 


chapter. 

The essay contest is headed up by 
Vaughan Chinnock, Hooker Elec- 
trochemical Co. 


Maryland group issues 


informational booklet 
® BALTIMORE .. A booklet outlining 
the aims and program objectives of 
the National Industrial Advertisers 
Association and the local chapter 
has been published by Maryland In- 
dustrial Marketers. 

Purposes of the organization are 
discussed, and a resume of recent 
program subjects is listed. The book 
closes with information about eligi- 
bility for membership in both the 


local and national organizations. 


Farmer 


“eT 


Last year, when the Boston men \ 


SPECIAL SERVICES FOR ADVERTISERS include 
a Mailing Service, covering dealers and supply 
jobbers; free listing in the “Rep Digest” which 
goes to field representatives seeking lines; free 
lists of jobbers and of field representatives and 
agents; the “Merchandising News” monthly news 
letter to sales executives; and a continuing pro 
gram of market research which provides informa 
tion that permits us to help any advertiser wish 
ing to know about this field 

In 1952 FUELOIL & OIL HEAT's staff made 56 
speeches to various groups in oilheating and fuel 
oil activity, of to audiences wanting information 
on the industry. Our Editors wrote texts for 4 
school courses sponsored by various Associations, 
and copy for two booklets used by local associa 
tions to interest highschool boys in oil heat work 
We also published a Boiler Reference Book’ giving 
ratings on over 10,000 heating boilers; a Radia 
tion Reference book for estimating heat losses, a 
Directory of oilheating manufacturers, a Specif 
cations book of Oilburners (about 4500 models); 
and tens of thousands of reprint books with titles 
such as “Heading Off Trouble’; “Oitheating 
Snags"; “Fueloil Handling’; ‘Wall Flame Rotary 
Oilburners”; “Low Pressure Burners” etc 


fueloil & oil heat 


HEATING PUBLISHERS, Inc. 


2 W. 45th St., New York 36, N.Y. 
(MUrray Hill 2-4786) 





How Seal-O-Matic Cut 
Costs $352,000.00 
And Saved 81% 
Man-Hours 


One of biggest mailings ever under- 
taken! 63,000,000 24-page booklets 
with two inserts (name of mailer in our 
files). 

Actual cost savings were reported in 
excess of $352,000.00. Traditionally an 
envelope mailing, it would have taken 
more than 125,000 man-hours—just 
to process for mailing. 

Ten SOM's, working two shifts, finished 
the job in 60 days... an actual sav- 
ing of 81% in total man-hours!! 

This phenomenal performance by SOM gave still 
another saving—in time and shipping costs 
Formerly shipped out to various district offices 
for a decentralized mailing, several thousand 
clerical workers were forced to interrupt their 
regular office duties to move these mailings out 
as rapidly as possible 

Having the entire job completed so rapidly 
made it possible for 135 men to complete the 
job easily and rapidly—at ONE centralized office 
In terms of efficiency and time gained at these 
district offices, the effect of SOM on this job 
was astronomical. 


Want to know how YOU can cut mail- 
ing costs? 

Want to show your clients a real step- 
up in DM production? 

Write today for details on how SOM 
gives you faster y In hondii 
self-mailers. 


. . 
Seal-O-Matie 
MACHINE MFG. Co., Inc. 
407-G CHESTNUT STREET 
SOUTH HACKENSACK, N.J. 





Automatic Sealing Service, Inc. 
115 Christopher Street, New York 14, WN. Y. 
exclusive operators of SOM in New York area. 
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“IM is one of my favorite magazines and is read by many others 
at B. F. Goodrich. It is indispensable to anyone interested in 
industrial advertising. To read it is a continuing education 
because it tells us what others are learning and thinking about 
industrial selling.” 
Says 
H. E. Van Petten 


Advertising Manager 
Industrial Products Div. material and advertising displays after his graduation from Illinois State 


Mr. Van Petten’s introduction to advertising came with a manufacturer of printed 


The B. F. Goodrich Co. Normal University. In 1927 he joined Goodrich as district advertising manager 


with headquarters in Atlanta. He has been on his present job in Akron since 1929. 





Preferred Reading with Those 


Who 4c Industrial Advertising 





“IM provides an invaluable assist in our advertising, sales 
promotion, and marketing program. From illustration 
techniques to show planning, or from trends to statistics, we 
find its information and ideas most helpful in our planning.” 


Says Mr. Silbaugh’s thirty years in sales and marketing, after graduation from 
Hugh Silbaugh Northwestern University, have included salesman, assistant sales manager and 
Sales Promotion Manager assistant general manager with Wilson Brothers; vice president of the 
Ozalid Div. Equitable Savings Loan and Building Co.; and senior budget analyst 
General Aniline & at Curtiss Wright. He joined Ozalid in 1945 as head of the newly created 
Film Corp. market research and development department; supervision of the advertising 


and sales promotion programs was added in 1948. 














Says 
Richard J. Brown 


Advertising and 
Sales Promotion Manager 


Delta Power Tool Div. 
Rockwell Mig. Co. 


“IM is the only publication to tie advertising, sales and marketing 
into one unit. It’s particularly important to the sales-minded 
advertising man, because of its treaiment of advertising as a 
phase of sales, rather than an end in itself. IM is read by a 
number of key men in our organization. We have found it very 
stimulating.” 


Prior to joining Delta, Mr. Brown had a mixed industrial and consumer background. 
It started with a degree in mechanical engineering from Purdue University 

(with honors), a short stint as a radio announcer, three years in the army, and 
then a position as assistant to the advertising manager of the building materials 
division of Armstrong Cork Co. After slightly over a year with Armstrong, 

he moved to Chicago as advertising manager of Crane Packing Co., was soon 
promoted to director of advertising and sales promotion. Mr. Brown left Crane 


to take on his present position with Delta in May of 1951. 








BASIC BUSINESS PAPER FOR BUSINESS PAPER ADVERTISERS 


Industrial Marketing 


200 EAST ILLINOIS STREET * CHICAGO 11, ILLINOIS 














Says 
Kenneth W. Akers 
President 


TheGriswold-EshlemanCo. 





“In ovr organization, IM has important value every day. It 
supplies us with significant news and developments; it keeps us 
alert by seeing what others are doing, and we are vastly helped 
in keeping on the track by those searching, searing Copy Chasers.’ 


’ 


Taking time out for two years’ duty as a full flying officer with the British Royal 
Flying Corps, R.A.F., Mr. Akers graduated from Columbia in 1918. After a period 
with National Refining Co., he broke into the agency field with Fuller & Smith 

& Ross, later was with Powers-House. In 1934 he joined Griswold-Eshleman 

as account executive, was named president in 1945. In addition to helping 

Mrs. Akers raise three sons, he finds time for numerous activities outside of the 
office. He is a trustee of Fenn College and of Children’s Services, Cleveland; 

is a director of Freedoms Foundation. He also is a member of the Cleveland 


Advertising Club, NIAA, and a director of the AAAA. 








Reprints of editorial features 


WHAT'S GOING ON? ee 
@ Send yor available are offered here as a special 


Clippings from the business press, > 
farm papers and consumer maga- service to IM readers. Please 
and name of 


* 
zines can keep you posted on what's send number ; 
going on. The 2,272 publications we ] 1 article with exact amount in 
read are listed in the 192-page coins. stamps or check to: The 
Bacon’s Publicity Checker in 99 Editor, Industrial Marketing, 200 
market groups . : E. Illinois St., Chicago. 

y of Industrial Marketing 
Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval feature articles 
Price $6.00 — it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., ee 4 


Sorry. we can’t handle credit 
orders under $1. We'll be happy 
to bill you for larger sums. 





How to select media in today’s Sas ee conditions 
by Harold A. Wilt, October, | 





maa 6.9% gain in 1953 for ogg ae ad volume 
eic e Zic C ist 195 
if you wish to reach the ee ey oe 
Which ad attracted more readers? 
coal trade use A selection of Starch scored ads from Industrial Marketin< 


Sales promotion ideas 
A selection from Industria! Marketing's monthly department 


IM gece to a trade show . . and learns about exhibiting 
July, 953 75¢ 





You are now entering the industrial merchandising era! 
by G. D. Crain, Jr., May, 1953. 25¢ 


CHICAGO NEW YORK one 
Bids. Whitehall Bide. 5 ee 7 leotiog advertisers spend in business papers 
for ever 67 years the leading 22 479 advertising pins place 470,022 business paper pages 
lewrnal of the coal industry y April, 1953. 35 


How industrial advertising paid off 
An NIAA study of 17 case histories, June 1951-Dec. 1952. 50c 








How to know when to use manufacturers’ agents 


Advertising Assistant by Thomas A. Staudt, Oct., 1952. 50c 


. , wo Technical Writer 

xceptional opportunity for young industrial adver- 
tising man to assist Advertising Manager of prominent 22 Four steps te ounenins nae, c! duds or hot ones 
maker of automatic control equipment. Write tech- by Sidney Clayton, N as = 

nical copy, contact agency, understand printing and ) 

production. College graduate, preferably in engineer- aes ag = Se ee na ge _ —s Saaeoe ee 
ing Convenient Chicago location Write fully y Michoe! Stumm, Nov 


Repl S 4 
wey SO 295, industriel Merteting, 200 €. 2 Eight advertisers tell results kom external publications 
19 25 


linois St., Chicago 11, ti by John B. Mannion, July, 











Business paper volume may hit third annual record in 1952 


PHOTO-REPORTS . by Angelo Venezian, Sept., 19 25¢ 


R216 t t t ty? 
ON PRODUCT APPLICATIONS Dew A Mernelice expanded — 
tion of 500 capable Photo- 
Reporters. odes effective way to obtain 215 How to live happily with your ee - and vice versa 
on-location photoes, reports ani releases for by Howard Sawyer, April, 1952 
advertising, editorial and research purposes. 
For more information write or phone 
SICKLES PHOTO - REPORTING SERVICE 
38 Park Place, Newark 2, N. J. R212 Industrial ad budgets to b 2. fad in ‘52 
by Bob Aitchison, Jan 





91 companies report. . industrial salesmen earn average $8.000 in ‘51 
by Merle Kingman M ur., 1952. 25 


SSCS HRS Eee e ete ee eee Beeeees 


Salaries of industrial ad managers rise in past 11 years. . 
Median industrial advertiser spends $150,000 
by Bob Aitchison, Nov. and Dec., 1951. 25c 


R208 Today's cheap advertising oo , . « is it fact or fancy? 


For all the Facts 
by Borden Putnam, Nov., 1951 Te 
R206 How to use Starch meng reports 

on Industrial and by Howard G. Sawyer, | Aug., 1951. 25¢ 
R20S Today's sales incomes can get out of hand . . stop them 
Trade Market Data by Birney Miller and B. K. Moffitt, June, 1951. 25¢ 
R203 A guide to better publicity 

by members of the Industrial Publicity Association, } 


Yew York 
R200 How industry buys 
. by John H. Platten, Oct., 1950. 25c 
LOOK in 
R196 — paeeeee papers can meet their new competition 
by William A. Marsteller, April, 1950. 25c 

Industrial Marketing's 1954 R191 How to advertise to business men 

by Howard G. Sawyer. Selected from a 1949-1950 series 


How to measure results of industrial advertising 
A ° v7 ; 
DY vil » bad a Ma € f vidly i343 


MARKET DATA & 
DIRECTORY NUMBER 


We went to four-color inserts on a cut budget 
by Clifford Stubbs, June, 1948. 25 


eg ge ge mapenee, galcamen’ s closing ratio 
by H Bluethe, Oct., 1948 


How can I find what type to use? 
by A. Raymond Hopper, April, 1948. 25c¢ 


Market research combats high distribution costs 
by Richard D. Crisp, Feb., 1948. 25c 
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Index to Advertisers 





*Advertisers’ Research Service .. 152 
Air Force 

*American Artisan 

*American Ceramic Society 

American Chemical Society, The 


*American City, The ” 138-139 

*American Lumberman & Build- 
ing Products Merchandiser .... 

*American Machinist 

*American Metal Market 

*American Society for 
The 

*American Society of Civil Engi- 
neers, The 

*American Society of Mechanical 
Engineers 

*American Society of Tool Engi- 
neers, The .. Sanaa Between 16-17 
American Telephone & Tele- 
graph Co 

Analytical Chemistry 

*Annual Meat Packers Guide .... 

*Appliance Manufacturer 

*“A.S.M.E. Mechanical Catalog and 
Directory . 

Associated Business Publications, 
The . .. 130-131 

*Associated Construction Publica- 
tions . 21 
Associated Purchasing Publica- 
he a .. 

*Automotive Industries 

*Aviation Age 


“Bacon's Clipping Bureau 
Black Diamond . 

*Blast Furnace and Steel Plant 
*Bramson Publishing Co. . 
*Breskin Publications 
*PButane-Propane News 


Canadian Industrial Equipment 
News .. 

Cantine Co., The Martin 
*Ceramic Bulletin 
Chemical & Engineering News . 
Chemical Engineering 
Chemical Engineering Catalog .. 
*Chemical Engineering Progress 
Chemical Materials Catalog .... 
*Chemical Processing 
Chemical Week 
*Chicago Thrift- Etching Corp. . 
*Chilton Publications 
*Civil Engineering 
*Coal Age .. . 2nd Cover 
Coal Mining ..:. ok wp a ance 
*Conover-Mast Corp 

88, 92-93, 95, N04. 105, 4th Cover 
*Conover-Mast Purchasing Direc- 
tory . 
*Construction Bulletin 
*Construction Digest 
*Construction Equipment .. 4th Cover 
*Construction News Monthly . 21, 149 
*Constructioneer . 21 
*Consulting Engineer . 

. Insert Beteen 48-49 

*Contractors & Engineers . oa aT 


*Daily Journal of Commerce 
*Dixie Contractor, The 
*Dodge Corp., F. W. 


Eastman Kodak Co. .......... 

Electrical Manufacturing ... 
*Electrical West 

Engine Power, Inc. 


Finishing Publications, Inc. . 145, 154 
*Food Engineering . 100-101 
*Food Processing ....... .. 40-41 
*Fritz Publications, Inc. ........ 49 


*Fueloil & Oil Heat ............ 155 


Gage Publishing Co. ....... 118-119 
*Gardner Publications 87 
*Gas Heat .. 

General Exhibits & Displays, Inc. 147 
*Gulf Publishing Co. . 19°43 


*Heating & Plumbing? Equipment 
News .. 53 

*Heating & Ventilating ee 53 

— Piping & Air Condition- 


146, 155 
16, 69 


*Heating Publishers, Inc. 
*Hitchcock Publishing Co. 


Industrial & Engineering Chem- 
istry . a 
*Industrial Equipment News 27 
*Industrial Heating . . 3rd Cover 
*Industrial Marketing .. 156-157 
*Industrial Press, The 53, 76-77 
*Industry and Power 

ae Insert Between 48-49 
*Institute of Radio Engineers, 

Inc., The ant eas 
*Tron Age - 28-29 
*Tron & Steel Engineer 145 
Ivel Corporation 153 


*Jenkins Publications, Inc. S28 

*Johnson, Inc., Franklin H. 48 

*Journal of the American Con- 
crete Institute 17 


*Keeney Publishing Co. 
Kleen-Stik Products, Inc. . 


Lumber and ne Material 
Dealer . 152 


*“Machine and Tool Blue Book 69 
*Machinery . a 76-77 
“MacRae’s Blue Book ... . 107 
*Marine Engineering 65 
Marsteller, Gebhardt & Reed, 

Inc. , 72-73 
*Mass Transpor tation .... <a 590 
*Materials & Methods . 66-67 
*Maujer Publishing Co. .. 

Insert Between 48-49 

*McGraw-F Hill 


Publishing Co., 
ees 2nd Cover, 12, 14-15, 

24-25, 81, 82-83, 85, 100-101, 126-127 

*Mechanical Catalog . 44 
*Mechanization, Inc. , ee 
Metal Finishing .. 154 
*Metal Progress . 32-33 
Meyercord Company, The 141 
*Michigan Contractor & Builder 21 


daata see 


*Mid-West Contractor .... a 
Midwest Purchasing Agent, ‘The 115 
*Mill & Factory ...++ 104-105 
*Mississippi Valley Contractor 
*Modern Machine Shop 

*Modern Packaging 

*Modern Railroads 


National Industrial Adv. Ass’n 113 
*National Provisioner, The 46 
*New England Construction 21 
Newsweek RR RCEO IG EY: 50 


Organic Finishing 


Palm, Fechteler & Co. 
*Panamerican Publishing Co. 
*Paper & Pulp Mill Catalogue 
*Paper Industry, The 
*Petroleum Engineer, The 
*Petroleum Refiner 
*Pit and Quarry . 
*Plant Engineering ..... 
Plumbing & Heating Business 
*Power Engineering 
*Proceedings of the I.R.E. 
*Product Design & Development 
*Production Engineering & Mgmt. 

23 
Progressive Architecture 122-123 
*Public Works 
*Purchasing 
*Putman Publishing Co. 


*Railway Age 96-97 
Reinhold Publishing Corp. 
31, 51, 54, 66-67, 91, 110, 122-123 


Remington Rand, Inc. 117 


Seal-O-Matic Machine Mfg. Co. 155 
Sickles Photo-Reporting Service 158 
*Simmons-Boardman Pub. Corp. 

‘ 65, 96-97 
*Smith, Inc., Harry W. 140 
*Snips Magazine 152 
*Southwest Builder & Contractor 21 
*Steel Processing 160 
"Steel Publications, Inc. 160 
*Sweet’s Catalog Service 37 


*Technical Publishing Co. 6-7, 108-109 
*Texas Contractor .. 21 
*Textile World . 85 
*Textiles Panamericanos 160 
*Thomas Publishing Co. 1, 27 
*Thomas Register 1 
‘Tool Engineer, The 

Insert Between 16-17 


Utilization 


“Vance Publishing Corp. 
Viewlex, Inc. 


*Wall St. Journal 

Warren Company, S.D. 
Watkins Cyclopedia of the Steel 
Industry 

Western Builder 

*Wood and Wood Products 
Wood Working Digest 
Woodall Co., Inc., The W.P. 
World Oil 


The Annual Market Data and Directory Number 


December 





INDUSTRIAL MARKETING 
IN LATIN AMERICA 
frequently requires an 
approach to textile mills 


TEXTILES PANAMERICANOS 
puts you in immediate and ef- 
fective contact with the largest 
buyers in Latin America’s largest 
industry. It talks their language. 
It sells for you efficiently. In- 
vestigate how it can help you. 
Write: 


TDAILES 


PANAMERICAN PUBLISHING COMPANY, Inc. 
570 7th AVENUE, NEW YORK 18, N.Y. 





BLAST FURNACE AND 
STEEL PLANT 


—A monthly semi-technical business paper 
devoted to articles concerning the making 
and rolling of steel. 

Read by the executives and key operating 
officials of the steel plants in all parts of 
the world. A.B.c. — A.B.P. 


STEEL PROCESSING 


—A monthly semi-technical business paper 
devoted to articles on Forging, Heat Treat- 
ing, Stamping, Forming and Welding. Read 
by the executives and key operating officials 
in steel processing plants throughout the 
world. C.C.A. 


WATKINS CYCLOPEDIA OF 
THE STEEL INDUSTRY 


—Published biennially. 
Contains articles of semi-technical nature 
relating to steel making, rolling and steel 
processing. 


Advertising rates on any of the above on 
requesi. 
Directory of Iron and Steel 
Plants 


—Published annually. 
Price $15.00 postpaid. 


Directory of Steel Processing 
Plants, 1952-53 edition 
available 


—Published periodically. 
Price $15.00 postpaid. 


Publishers 
STEEL PUBLICATIONS, INC. 


4 Smithfield Street 
Pittsburgh 30, Pennsylvania 
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Which ad 
attracted 
more readers? 


® THE AD for Cushman Chuck Co. 
attracted more readers. 

First of all, it had a_ headline. 
Jacobs had a headline of sorts but 
it is so small that it’s almost part of 
the body of copy . . and it’s very 
Most 


pictures with headlines or captions 


general. studies show that 
under them attract more notice than 
pictures without headings or cap- 
tions. 

Secondly, and probably more im- 
portant, the jet plane is merely used 
in an analogy: copy says that in a 
jet plane, rockets supply the extra 
launching power; in industry, Ja- 
cobs’ chucks supply the extra grip- 
ping power. The accent is almost 


Cushman 
Seen 


Noted Assoc. 


Below is 
the answer 
to the problem 


on page 148 


completely on the rhetoric. 

But in the Cushman ad, the illus- 
tration and copy deal with an actual 
application of a chuck in a jet plane. 
Cushman makes a selling point of 
the fact that jet planes, an impres- 
sive new engineering achievement, 
make use of a new kind of chuck to 
hold engine discs and rings in place. 

Despite 
the Jacobs ad come off second best 


whatever factors made 
to Cushman in readership, Jacobs’ 


powerful photo helped the ad 
achieve a relatively high score. Both 
ads were considerably above aver- 
age in their “noted” scores. 

The scores, reported by Daniel 


Starch & Staff, Mamaroneck, N. Y.: 


Jacobs 
Seea- Read 
Read 


Noted Assoc. 





S$) Seen-Associated denc« 


cent of re 


[R) Read Most denotes the per 


Cost Ratio tells the relationship between 
the cost per hundred readers (who “noted,” 
for example) for a specific ad and the 
nding median average cost for 

is in the same issue. A ‘’Noted” 

f 175, for example, would mean 
topped” 75% more readers 

n par for the issue, par being 
senting the median average 
cost above 100 is above 


low 100 is below average. 





Cc. R. Palmer, veteran adman, 
dies in Norristown, Pa. 

® PHILADELPHIA Clarence R 
Palmer, 71, media director at John 
Falkner Arndt & Co. for the past 
five years, died in Norristown Oct. 
iS. 

He had retired from business the 
first of September, and was honored 
for his long career in industrial ad- 
vertising in “IM Gallery,” (IM, 
Oct.). 


Mr. Palmer, an advertising man 
for 48 years, started with N. W. 
Ayer & Son in Philadelphia in 1905. 
After 35 years with that agency, he 
became media director at Ivey & 
Ellington, later holding the same 
post at Benjamin Eshleman Co., 
both of Philadelphia. 

Last June he was honored by 
more than 200 of his advertising 
friends and former “pupils” with a 


book of best wishes letters. 





and more manufacturers selling these markets 
usel.H. than any other publication! 


Reach over 16,000 Operating Officials and Executives, Plant 
Superintendents and Shop Foremen, Production Managers, 
Plant Engineers, Metallurgists, Chemists, Combustion and Fuel 
Engineers, Heating Specialists and Heat Treaters through I. H. 
Industrial heating, as a market, is now in a period where 
industry is reappraising all manufacturing operations that 
involve the use of heat, with a view of immediate and exten- 
sive replacement by modern equipment... and I. H. reaches 
every man concerned with industrial heating operations .. . 
100°¢ coverage, regardless of classification. 

I. H. Produces Results . . . Because I. H. is the only publication 
editorially specializing in all the industrial heating processes 
and equipment needed in the manufacture, finishing, process- 
ing and heat treatment of metals and other products, adver- 
tisers have found that IL H. can and does move large and 
small equipment, accessories, materials and supplies 
economically in all classifications. 

On the right is a partial list of the products I. H. has success- 
fully sold. Write today for specific recommendations on how 
to sell your products most effectively through I. H. 





If you make these products 
sell them through 


INDUSTRIAL HEATING 


Industrial Furnaces of all kinds . . Heat 
Treating Furnaces . . Forging Furnaces 
Melting Furnaces .... Draw Furnaces 
Billet Heating Furnaces . . . Normalizing 
Furnaces .... . Galvanizing Furnaces 
Soaking Pits .... Annealing Furnaces 
Open Hearth Furnaces and Accessories 
Recuperators . . . . Galvanizing Kettles 
Rod Bakers . Dryers . Industrial Ovens 
Air Heaters . Dust Collectors . Ventilating 
Equipment .. . Spray Booths... Kilns 
Induction Heating . Burners . Pyrometers 
Valves Industrial Thermometers 
Gauges and Meters Controllers 
Thermocouples . . . . Heat Exchangers 
Heat- and Corrosion-Resistant Alloys 
Retorts . Handling Devices . Conveyors 
Blast Gates . . Refractories . . Insulation 
Insulating Refractories ........ Fans 
Exhausters . . . Blowers . . . Boosters 
Melting Pots 
Salt Baths Immersion Heaters 


Carburizing Boxes 


Quenching Machines . . . . Quenching 
Compounds . Heat Treating Compounds 
Fuels .... Fuel Pumps... . Strainers 











Because of its unique 
circulation method, 
CONSTRUCTION EQUIPMENT 
Magazine 

SELLS YOUR PRODUCT 








faencoO a.cuMisuM CONVEYORS 
fae eu CELT STeETCHERe 
Puone EmMengon 1-7603 
°.0.Gox 5796 


FARNCO SALES COMPANY 


6713-15 FORMOSA WAY e@ PITTSBURGH B, PA 


September 17, 1753 


Construction "quipment Company 

1900 “uclid Bld¢. 

evclid Ave, 

Cleveland 15, Ohio 

Attention: Mr, Hel Morgan, Cleveland Manager 
Subject: Farnoco advertising 


... 150 Inquiries Sear ta: 


uld like to take this opportunity of co ing Construction Equipmeat 
fine advertising job, During ort time t we have bees advertising 
in your nes, we have received over 150 inquiries qvering our Paraco 


Conveyors, ao s resulted in many sales, togethef with distributor iaterest, 
... many sales Se et 
the other magazines which we acve 


Congratulations for a very fine job. 
Very truly yours, 


FARNCO SALES COMPANY 


Mls 











struction Eouipment 


Construction Eouipment 


NB P| THE EQUIPMENT APPLICATION MAGAZINE 
A Conover-Mast Publication, 205 East 42nd Street, New York 17, N.Y. 








